













LT ym) Fesruary, i916 (mL 


PLECIRIGL: MERCHANDISE 


on SELLING ELECTRICITX. 


Published by THE RAE COMPANY 17 Madison Avenue, New York, N. Y. 

















“FRANTZ PREMIER” 


PLANT 


Occupied January 1, 1916 


IVANHOE ROAD, CLEVELAND, U.S.A 


ERE- WILL BE MANUFACTURED ELECTRICAL 

DEVICES DESTINED TO DO THE- 
HOUSEWORK OF THE WORLD. 

DOING ALL HOUSEWORK WITH ERANTZ 
ELECTRICAL MACHINES =THAT IS 


66 The Be fase” 
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A Steady Trade Wind 


The breeze made during the hot months 
in every corner of the United States by 


Westinghouse Fans 


It means a steady trade for dealers handling the Westinghouse Line 
of fans. It’s a good line to tie to, and covers the field: 


Desk and Bracket—Stationary—8-in. 4-blade, 12-in. and 16-in. 
4-blade and 6-blade. 


Desk and Bracket—Oscillating—12-in. and 16-in. 
4-blade and 6-blade. 


Gyrating—Ceiling, Counter Column and Floor Column. 
Ceiling—Alternating Current, 32-in. and 56-in. 
Direct-Current, 32-in., 56-in. and 58-in. 
Exhaust—12-in. and 16-in., 4-blade and 6-blade. 
Contract holders have the selling advantage of our national advertising 
in the Saturday Evening Post and other publications, together with our free 


selling helps in the way of literature, car cards, window cards, posters, news- 
paper cuts and copy. Send for catalogue 8-A. 


Westinghouse Electric & Manufacturing Co. 
East Pittsburgh, Pa. 


Atlanta, Ga ( irlesto W. Va Dayton, O ) Kansas City, Mo. Ne 
Balti I ( tte, } ; ) Colo Louisville, Ky On 
Bir I l Mich. Los Angeles, Cal. P} 
B f W 1 I », Texas Memphis, Tenn. Pit 
B M i H Texas Milwaukee, Wis Po 
Buffalo, N. ¥ 3 Ind is, Ind Minneapolis, Minn. Ro 
B M *Dalla Tex Joplin, Mo New Orleans, La St 
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“STANDARD” 


Represents All That Is Best In Electric 
Stove Construction; But In Addition 


@ The “Standard” Electric Range is this year receiving more pub- 
licity than any other household electric specialty. 


@ American women are learning the advantage of electric cookery 
through the advertisements of the “Standard” Range, which appear 


in the women’s journals the “‘trade papers of the home.” 


@ Central stations will profit by this advertising. It is easy to sell a 


woman an article which she has read about in her own papers. 


@ The liberal “Standard” advertising is characteristic of the broad 
and generous policy that is back of the “Standard” line of electric 


stoves and electric compartment cookers. 


@ Our policy is to educate the public to the advantages of electric 
cooking the advantages of central station service and at the same 
time offer the dealer in electrical merchandise a generous margin of 


profit so that it will pay him to co-operate with us. 


q@ Examine our proposition. 





Toledo, Ohio 
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Will you share in the profits of this great nation- 
wide house wiring campaign ? 


Representative Central Stations, Manufac- 
turers, Jobbers, Contractors and Dealers every- 
where are united behind the movement to drive 
home to the householder the advantages of wir- 
ing for complete Electric Service this Spring. 

The impressive facts given below show the 
need for this co-operative movement: 

—not 8% of the houses of this country 

are wired for Electricity. 

—not 20% of the housés adjacent to Cen- 

tral Station lines have Electric Service. 

Good reasons, don’t you think, for all to 
participate? 


Leading manufacturers will spend thou- 
sands of dollars to make this campaign espe- 
cially successful. 

Over 10,000 attractive window displays will 
be distributed. 

The Society for Electrical Development is 
issuing for wide distribution a valuable book 
of “Successful House Wiring Plans.” Every- 
one should have a copy. Write today for yours. 

Resolve now to unite with electrical in- 
terests, both local and national, in this big 
business building movement. It is sure to be 
of profit to YOU. 


THE SOCIETY FOR ELECTRICAL DEVELOPMENT, INC. 


29 WEST 39th STREET 


NEW YORK, N.Y. 
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$1.00 a Year 


“Wire Your Home” Month 


Industry to Concentrate for Thirty Days on Nation-Wide Campaign to Secure Wiring of Already 


LANS are afoot for conducting a 

nation-wide campaign to secure the 

wiring of old houses during the 
month from March 15 to April 15. 

The Society for Electrical Deveiop 
ment, which made such a success of 
Electrical Prosperity Week, will be the 
motive power behind the new campaign. 

Tentative plans have already bee, 
accepted. At a meeting of leading 
manufacturers and members of the 
Society staff, a campaign was outlined 
which has already been approved by the 
board of directors of the Society, who 
have voted funds for the purpose. A 
second meeting, at which probably fifty 
manufacturers, central station men, con- 
tractors and jobbers were present rat'- 
fied this plan and put it in the hands 
of an executive committee to be carried 
out. 

The basic idea is to weld together 
every interest in the electrical field to 
carry on a nation-wide wiring propa- 
vanda. Manufacturers who advertise in 
the national magazines will devote all or 
part of their space to house-wiring argu- 
ments and the advantages of electric 
service. The publicity men of the Society 
will supply abundant material for the 
newspapers to run in their reading 
columns. All the advertising material 
now offered by various manufacturers 
will be available and in addition there 
will be advertising publications offered 
at cost by the Society and by the Na- 
tional Electric Light Association’s pub- 
lications committee. 

A feature of the campaign will be a 
window display ‘‘eut out’’ costing ap- 
proximately $5,000, which will be avail- 
able to all members of the Society and 
to all incandescent lamp agents free of 





Built Houses 


This window trim will be 
‘‘neutral’’ in that it will be designed 
to promote house wiring and the sale of 
appliances without reference to any 
specifie makers’ brands. 


charge. 


Booklets describing all the successful 
house wiring campaign plans will be 
distributed for the guidance of central 
stations and contractors taking part in 
the campaign. 


WHILE the above outlined plans 

are still incomplete, enough has 
been done to insure success to the move- 
ment. 

With the experience gained during 
Electrical Prosperity Week, it will take 
hardly any time to organize this cam- 
paign locally. Loeal organizations have 
already been formed, and it only re 
quires that you bring together the same 
men who made your Electrical Pros- 
perity campaign a suecess. They al 
ready have tasted the fruits of co-opera- 
tion. They have learned that there is 
profit in getting together and pushing 
for a single purpose. They have learned 
how to advertise, publicise and sell in 
unison. Where it took several meetings 
and much hard work to ‘‘start the ball 
rolling’’ for Electrical Prosperity Week, 
it will take but an afternoon to plan 
and organize the House Wiring Cam- 
paign. 

As a matter of fact, nothing is sim- 
pler than to ‘‘put across’? a house wir- 
ing sale, now that the pioneer work has 
been done and the basis of oreanization 
evolved. There are some half dozen 
successful methods of eampaigning for 
this class of business. Each method has 
been tested and proven sound under a 





variety of different conditions. There 
is no need to experiment. All that 1s 
required is to select the plan which 
most nearly fits the local and individuat 
conditions, ratify this plan at a huge 
cet-together meeting of all loeal interesis 

and go to it. 


N the following pages are briefed 

the four most successful methods of 
vetting house wiring. All of these 
methods have been described at length 
in past issues of ELEcTRICAL MERCHAN 
DISE, They are here eodified, boiled 
down, for the benefit of committees who 
will have the new campaign in hand. 
The exact means by which all the most 
successful house wiring campaign of the 
past four or five years have been ear- 
ried out, are here offered in tabloid. 

The first step in organizing your par 
ticular locality, is to call a meeting of 
those interested and outline the purpose 
of the campaign. Then discuss the vari 
ous successful plans which already have 
other e@om 
panies, and seleet the one which seems 
to fit your own ease. Figure out how 
much you can afford to spend in lozal 
newspaper advertising, and in other 
means of publicity. small 
committees to take charge of the various’ 
details—a committee on organization, a 
press committee to keep in touch with 
reporters, a committee on advertising, 
a committee on window dressing, a com 
mittee to work with the real estate men. 
Three men can do more than thirty on 
such committee, and if the membership 
of the various committees is small it 
centres the responsibility and insures the 
work being done. 


heen proven successful by 


Oreanize 











HE basis of this campaign is not 
local but national. 

The, plan is to make a 
appeal by publicity and advertising. 
There will be articles on wiring and 
electric convenience in important maga- 
zines of national circulation. All the 
advertisements of those electrical manu- 
facturers who use the national weekly) 
and monthly magazines will be devoted, 
at least in part, to the wiring campaign. 
There will be sent broadeast quantities 
of direct-by-mail advertising matter for 
the use of contractors and central sta- 
tions. The ‘‘movies’’ will be employed 
as in forwarding Electrical Prosperity 
Week. In short, there will be used 
means to start the entire country think- 
ing about house wiring and the advan 
tages of the service and appliances 
which are supplied locally by the central 
stations and dealers. 

This does not mean that the business 
is going to come without effort. All the 
national campaign can do is to arouse 
interest and put the public in a reeep- 
tive mood. It remains for the local 
electrical men to erystalize this interest 
and develop it into actual orders. To 
do this requires a definite proposition. 

Undoubtedly 100,000 already built 
houses will be wired during this cam- 
paign. This is not exaggeration. Dur 
ing Prosperity Week, 1250 house wiring 
contracts were secured in Philadephia, 
590 in Nashville, 110 in the little town 
of Patchogue, Long Island. Boston is 
wiring old houses at the rate of over 
1500 a year without campaign stimula- 
tion, Brooklyn at the rate of three a 
day, Minneapolis at the rate of over 200 


nation-wide 
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a month. It has been proven time and 
again that business responds whenever 
an aggressive campaign is started. The 
present nation-wide campaign will break 
all previous records. It will bring the 
benefits of electric service—the economy, 
the freedom from drudgery, the con- 
venience, to almost half a million people. 
It will, if the industry backs the ecam- 
paign loyally and enthusiastically, re- 
sult in elose to $3,000,000 in wiring busi- 
ness within thirty days. 


HE chief difficulty in getting wir- 

ing business is the fact that it is too 
mueh like building a house. The eus- 
tomer must first be persuaded that he 
wants to wire; then he must get several 
estimates from contractors, shop around 
for fixtures, and finally undergo the ac- 
tual inconvenience—happily now a very 
slight ineonvenience—of having the 
workmen install the equipment. At 
each step of this process there is the 
ehanee of the customer becoming dis- 
couraged or indifferent or deciding to 
put the job off until next season. 

The most successful campaigns for 
wiring have been where all these diffi- 
eulties were smoothed out and the eus- 
tomer required to do the minimum 
amount of buying labor. Accounts of 
these campaigns appvar on the following 
pages. Of course, local conditions de- 
termine whether or not a eut-and-dry 
proposition can be offered, but the ex- 
perience of many central stations is that 
the nearer one can get to a concrete pro- 
position, the quicker and more easily 
the orders come. 


The Panel Board Campaign 


One Outlet Proposition Serves As Bait 


HE so-called ‘‘ panel board’’ prop 
osition consists of an offer of one 
or two outlets as an opening 
wedge, in the expectation that people 


who taste the advantages of electric 
service will want to wire their homes 
completely. 


This proposition, we believe, origi- 
nated in New Orleans, and the credit 
for the idea belongs to W. E. Clement, 
commercial manager of the New Or- 
leans Railway & Light Company. The 
equipment used there is called the 
Clement wall cabinet. 

As originally conceived, the proposi- 
tion consisted of a temporary installa- 
tion of a ‘‘panel board’’ or cabinet in 
which was mounted fuses, meter, switch 
and the wiring for one or two outlets. 
The basis of the idea was a local condi- 
tion peculiar to the Crescent City. 
Here are to be found many hundreds 
of very old houses, owned by persons in 
straightened circumstances, which are 
utilized as rooming houses. The prop- 
erties do not justify the expense of wir- 


ing, yet the roomers are frequently able 
and willing to pay the lighting com- 
pany’s minimum charge simply for the 
use of an electric fan, which is almost a 
necessity during the summer months in 
a city like New Orleans. To accommo- 
date these roomers, the ‘‘panel board”’ 
was offered. 

Later Mr. Clement devised a table to 
take the place of the panel board or 
wall cabinet. Into this table was built 
an insulated compartment to contain 
switch, fuses and meter, and it con- 
tained also several outlets suitable for 
table lamp, fan and a heating appli- 
ance. The cost of the tables and the 
fact that anyone could duplicate them, 
made this proposition a commercial 
failure, even though the basic idea was 
sound. 

An early success of the panel board 
proposition was in East St. Louis. 
Here, owing to the heavy power load, it 
was thought profitable to get lighting 
customers upon a very cheap basis, so 
a combination of a panel board, 6-lb. 
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iron, and 10-ft. extension cord with a 
Mazda lamp was offered for only $5.00 
to anyone who would sign a standard 
lighting contract which provides for a 
50 cent minimum. Quoting IF. C. Pul- 
len’s article in October, 1914, Electrical 
Merchandise :— 

‘*We had the cabinet made up in 300 
lots and the cost of the cabinet was ap- 
proximately $2.50, exclusive of the 
meter. We also furnish the extension 
cord with a 60-watt Mazda lamp. A 
patent has been applied for on this 
cabinet and the device will undoubtedly 
be on the market and available for cen- 
tral station use in time for the cam- 
paign next year. 

‘The articles purchased by the cus- 
tomer; that is the iron, extension cord 
and Mazda lamp, cost $2.50 complete, 
which when sold at a price of $5.00 
gives a very handsome profit, at a cost 
for installation no greater than any 
other company would have in connect- 
ing up the ordinary meter customer. 

‘““This offer sent out at the beginning 
of the heated season had a good pulling 


effect. Every woman in hot weather 
wants an electric iron and many of 
them are unable to use them because 


the houses are not wired. 

‘“In all 295 cabinet installations were 
made and we secured, in addition, in- 
stallations which we attribute to the 
vood influence of the campaign.”’ 


NOTHER notable success was that 
*Aof Lockport, N. Y., where 150 of 
them were installed. 

The complete account of this cam- 
paign appears in Electrical Merchan- 
dise for January, 1915, from which the 
following essentials are reproduced: 

F. M. Houston, commercial manager 
of the Lockport Light, Heat & Power 
Company, was compelled to rent an un- 
wired house. The landlord would listen 
to no arguments in the matter: he sim- 
ply would not make the investment for 
wiring. It was out of this condition 
that the panel board was evolved, as a 
compromise measure to secure service 
without spending the money for wiring. 

The panel as designed was 12 inches 
by 24 inches, with meter, fuse block, 
three outlets and a lamp bracket. The 
board, which was of hard wood polished 
and varnished, cost 50 cents; the elec- 
trical equipment cost $4.33; altogether 
$4.83 total. 

The proposition decided upon was 
this: to install the panel board complete 
with lamp bracket, two attachment plugs, 
electric iron and Mazda lamp. No 
initial payment was required, but fifty 
cents a month was added to the bills for 
twelve months, at the end of which period 
the outfit, excepting meter, became the 
customer’s property. 

‘‘We started the campaign late in 
October with two large newspaper ads, 
which were followed by a number of 
smaller ones,’’ says Mr. Houston in 
describing the plan. ‘‘This was practi- 
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eally all the effort that was made, as we 
were handicapped by _ sickness all 
through the month of November. We 
received a few telephone calls, which 
were followed up by outside solicitors, 
but the great majority of boards were 
sold right in the office. 

‘‘To December 15th we sold 110 pan- 
els, seventy of which were sold for cash 
and forty on time. The latter part of 
November, we put on a special sale of 
electric appliances and fully 75 per cent 
of the owners of panel boards made 
purchases. 

‘“That the panel board is fulfilling its 
mission is best illustrated by the follow- 
ine :—About two weeks ago, a man 
came into my office and this is the story 
he told me: ‘For the past three years, 
| have been trying to get the old woman 
to let me wire the house, but she did 
not have any use for electricity, so when 
[ read in the papers about them panel 
boards, I says to myself, I’ll just put 
one of them things in and see what she 
So I did and she was so tickled 
with the iron that last night she allowed 
as how we had better get the house 
wired in the spring.’ ”’ 

A point of vital interest is the manner 
of handling the inspection of these in- 
stallations. Obviously, the construction 
does not come up to the underwriters’ 
requirements. This, for a time, threat- 
ened to eliminate the plan, but through 
the friendly co-operation of the local 
inspector the installation of these boards 
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is made on a temporary permit. To 
meet the requirements calling for an 
iron conduit service entrance, the fol- 
lowing clause is made a part of the 
lease under which the panel boards are 
sold: ‘‘It is distinctly understood that 
in case premises are wired permanently, 
wiring will be done in accordance with 
the rules and regulations of the com 
pany.”’ 

The panel board is placed either in 
the dining-room or kitchen as near the 
entrance of the service wires as possible, 
and while it is impressed on customers 
that no further wiring is to be installed, 
the natural result is that drop lights will 
be connected, which will be an added 
incentive to the early permanent wiring 
of the house. 

The company has incorporated in its 
agreement with the purchasers of panel 
boards a clause allowing a credit of 
$4.00 for the return of the boards when 
a contract for wiring of the house is 
signed. 

Since the above facts were published, 
the Lockport company has revised its 
rate with the result that out of a total 
of 150 panel boards, 40 have discon 
tinued the service and 20 have had their 
premises completely wired. Approxi 
mately 90% of all who purchased panel 
boards also purchased appliances. To 
quote Mr. Houston, ‘‘We have found 
that as a medium to introduce electricity 
into the home it has exceeded our great 


est expectation, as practically every 
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panel board customer who has ordered 
his services out has told us that he would 
have his house wired as 
sible.’’ 


soon as pos 


T remained for T. F. Kelly, now com 

mercial manager of the Dayton Power 
& Light Company, to make the ‘‘ panel 
board’’ idea really practical. On April 
19, 1915, he offered a proposition in 
which a drop light and sidewall outlet 
were permanently installed, instead of 
being a temporary makeshift. The fol 
lowing account of ‘‘Dayton’s $10.98 
Entering Wedge’’ is reprinted from 
Electrical Merchandise of May, 1915: 

When T. F. Kelly, sales manager of 
the Dayton Power & Light Company, 
read in Electrical Merchandise about 
the panel-board ‘‘ wireless house-wiring ’ 
campaigns which have been carried on 
successfully in Lockport and New Or- 
found fault with the 
scheme. The panel board, as employed 
in those cities, is a purely temporary in 
stallation. It offers a 
tering wedge’’ with which to get service 
into the house, but the service is not per 
manent. When the customer is edu 
cated to the point of wanting the light 
ing extended into other rooms and the 
installation more complete, the panel 
board must be ripped out. 


leans, he one 


successful ‘‘en 


This, to Kelly, seemed wasteful. He 
took the problem to William Hall, a lo 
cal contractor, and between them they 
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in your home for 


$10.98 


Lamp and one six-lb. Electric Iron. 


Bell Main 4494 


50 South Jefferson Street 





We will Install our Electric 


Kitchen Service 


For a limited period. we will make this special offer to enable 
you to use our Service in a portion of your home. at least. 


Remember our Kitchen Service includes the house 
service. wall receptacle in kitchen for the electric 
iron. drop cord in kitchen with 40-Watt Mazda 


Telephone our Sales Department for further details 


The Dayton Power and Light Company 


Earn an 
Electric Iron 
By Helping Us 


get 


This installation 
permits the use 7 
7 New Customers 
of electsic disc 
stove, toaster. fan. 


etc. inthe kitchen 


Home 0166 Bell Main 4494 











Convince Your Friends 
That They Should Wire For Electric Light 

You can talk it over when they drop in for an evening 
call. Show them the many delightful advantages of electric 
service in their home—tell them how much it costs and 
just what you think of its home-making value. Convince 
thrce friends that they should each have our 

Electric Kitchen Service 

installed in their home for 


and we will give you an Electric Bron absolutely Free. 


Remember our Kitchen Service includes the house 
service, wall receptacle in kitchen for the electric 
iron, drop cord in kitchen with 40-Watt Mazda 
Lamp and one six-lb. Electric Iron. 


Telephone our Sales Department for further details, 


The Dayton Power and Light Company 


Earn an 
Electric Iron 
By Helping Us 
get 


New Customers 





$10.98 


Home 6166 


50 South Jefferson Street 











These Two Dayton Advertisements Tell the Whole Story. 





The Kitchen Service Proposition and an Appeal for Customer Co-operation 
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wirED FREE!!! 





worked out the ‘‘ Kitchen Service’’ cam- 
paign. 

This ‘‘Kitchen Service’’ consists of 
one key-socket drop cord with a 40-watt 
Mazda lamp and one sidewall outlet, 
and a six-pound American electric iron, 
all complete and ready for use for $10.98 
eash. The wires enter the premises in 
metal conduit. The wiring is all con- 
cealed. The meter and fuse box are set 
according to standard practice in the 
cellar, and the box has sufficient capacity 


to accommodate the future permanent 

wiring which it is confidently expected One 6-Ib. G. E. Electric Flat Iron 
will be installed as soon as the customer amore ia tee so nie ans 
has grown familiar with and dependent ae an 


upon electric service. | © Thisis the greatest | =| SPECIAL PRICE $5 00 
It is evident that, at $10.98, this out- offer ever made byahy § | THIS EQUIPMENT ° 

fit shows no profit to the contractor. ented ie | 
As a matter of fact, the William Hall , a oe ere a 
Company figured nothing but overhead 
on top of bare cost. And the reason . : 5 

Hall its willing to set this no-profit East St. Louis Light & Power Company 
price was because he believed, with — 
Kelly, that the proposition would be an Panel Board Proposition Made to Appear as a Free Wiring Offer. 
entering wedge for the contractor as it The Customer Buys the Tron, Cord and Lamp, and the 


: , : Company Installs the Board Free 
is for the lighting company, and that = : 








ne ae, 


yy will connect any house 
on our lighting lines for anyone 
who will execute a standard Lighting 
Contract for one year (only fifty cents | 
per month minimum), and purchase: | 





SEND ATTACHED POSTAL AT ONCE, AS WE WILL SOON BE “SWAMPED” WITH ORDERS 











he would get his fair profit when the The campaign started in one evening 
customer finally ordered the wiring paper on April 19. At 8:08 the follow- 
completed. ing morning, the first order was re- 





ceived by telephone. This was from a 
woman who lived in a rented house, who 
explained that she would gladly spend 
a $10.98 in improving her landlord’s 
D ELECTRIC a property, simply for the convenience 

SERVANTS and comfort of kitchen service in the 

coming hot summer. 

Of the next seven contracts, one re- 
sulted in an order for a complete wiring 
installation, one customer spent $23.00 


An Electric iron and an Electric Lightin the Kitchen wall switeh, and one pai for an exten 


sion into the dining-room where a sub- 

















Are among the greatest of h hold conveniences. They save time and labor. They give a 2 
comfort and coolness. They are all-around-the-year helps to the housewife. stantial dome was installed. 

Did YOU, Mr. Man, top to think ho h f the da ife puts into ee re : ; 
her work in the kitchen? There all the cooking must be done—there the dishes must be Two days after the Dayton campaign 


washed —there the weekly washing and the ironing often. must be done. In fact three > 9 simil: vs aj ran ate < 
quarters of a woman's work centers in her kitchen and the kitchen almost invariably ir opene d, a similar campaign was started 


the smallest and hottest room in the house, for all this work means the use of heat. in Piqua, Ohio, which is under the Day- 

JUST THINK, MR. MAN ton management. Here the first day of 
campaigning brought two customers, 
one of whom ordered an electric wash- 
ing machine and the other finally de- 


When you stop in the street to mop your face and ex- 
claim, “It’s darned hot, isn’t it?” that your wife at home i 
having an even hot of it than you are 


You would be glad to give he? some relief now, wouldn't 














EP rn err cided to wire his house completely. Of 
y can tl easy a } th cost Is gnt . = 
eine | oad tei tek cael aaal the first ten customers secured, two were 
the rest hol eig pended ner complete wiring jobs, two carried profit- 
to and f able additions and one led to an $80.00 
Ppl in oe appliance sale. 
bottom of the iron where it is needed — as 
work can be done in half the time . . 
y . Lower Business Getting Cost 
ELECTRIFY YOUR KITCHEN FOR $11.98 The cost of getting business has been 
And give YOUR wife the advant nd help of the moderr id at the same time - ‘s . * ° ° 
dg te Be ger tee Bie Fs. abl & de ter Gthes titchon wack very materially reduced in Minneapolis 
We will wire your kitchen completely and permanently cone} during the past five years. In 1911, 
We will install outlets for Electric Iron and Electric Light... .... » taar fara . sllach<«; 7 . 
We will supply a sixty candle-power Mazda Electric oe neeees | | | 98 the yeal be fore th By llesby interests 
We will give you a $3.50 Electric Iron complete ..............- ‘ took over the property the cost of cet- 
And Ghe Guat to gon Far OE Is GG. 60s oss sccke cccecvcesescs J wis o> 


ting business including advertising, was 

NOT MERELY ELECTRIC LIGHT $5.65 per kw. contracted for. In 1912 
BUT THE BEST ELECTRIC SERVICE. NS ee ee ae 

: this cost was reduced slightly to $5.55 

Youngstown & Sharon Street Railway Co. per kw.; in 1913 the cost was more than 

halved, coming down to $2.55 r kw.; 

Champion and Boardman Sts. New Phone 110 es ( lown t ee xy ky We 

And Stambough Buiding Sell Phone 2908 in 1914, a further cut brought it to 

$2.55 per kw., and last year the cost 

touched the low mark of $2.05. Not 

only strict economy, but higher effeiency 


Kitchen Service Proposition Worked Into q@ Hot Weather Ad in the sales work accounts for this re- 
{ddressed to Ven eord 


























Bonuses and “Free” Offers 


The Something-for-Nothing Proposition Has Won Much Profitable Business 


T has been suggested that the offer- 

ing of bonuses for wiring contracts, 

or for new connections, constitutes 
a reduction in rate and that such prac- 
tice, therefore, is open to eriticism or 
penalty from public service commis- 
sions. The soundness of this conten- 
tion is in question. A new business de- 
partment may spend $1,000 to secure 
100 new contracts in the usual way, the 
expenditure going for salesmen’s hire 
and advertising. On the other hand, 
the same company may pay $250 to a 
salesman and secure 100 connections 
or new house wiring contracts by offer- 
ing a bonus valued at $7.50 per custo- 
mer. In either case, the same amount 
of money is spent: the question is as 
to whether it is more legal and proper 
to spend the money for the customer 
rather than on the customer. 

The most notable recent instance of 
the bonus is to be found in the proposi- 
tion offered by The Philadelphia Elec- 
tric Company during Electrical Pros- 
perity Week. This campaign, as briefly 
recorded in the December issue of Elec- 
trical Merchandise was as follows :— 

In Philadelphia, the lighting com- 
pany offered an allowance of one dollar 
per outlet on the cost of wiring any 
already-built house or store located 
along existing lines, with the result that 
approximately 1250 contracts were se- 
eured. Of this number the district 
managers of the company state that 
fully 1000 were signed by ‘‘ people who 
would otherwise not have come across.”’ 
The offer cost the company about 
$15,000, but this is considered good 
business in Philadelphia owing to the 
extreme difficulty in that city of secur- 
ing old house wiring business. 

Another example of the bonus was the 
offer. of the Edison Electrie Company 
of Lancaster, Pa., where a_ percolator 
and an iron, or their equivalents in 
credit, were offered as a bonus to all 
who ordered their houses wired during 
a campaign that covered the six weeks 


preceding November 15th last. This 
campaign was described in Electrical 


Merchandise as follows :— 

In a campaign extending over six 
weeks and ending November 15th, the 
Edison Electric Company of Laneaster, 
Pa., secured 365 house-wiring contracts. 
The proposition included the gift of a 
pereolator and a flatiron with each con- 
tract for the wiring of three rooms 


parlor, dining-room and kitchen. The 
remarkably low price of $11.00 was 


quoted on this combination, with $2.50 
off if the pereolator was not wanted, 
and $1.50 off if the iron was not wanted. 
In addition a discount of $1.00 was given 








—to celebrate 
Electrical 
Prosperity 
Week 

e will make an allowance of 
$1,00 per current-consuming 
outlet on, the cost of wiring any 
already-built house or store located along 

our existing lines and requiring no other than 

the ordinary service connection, provided 

that the contracts for both wiring and service 

are signed between now and December 4th. 

This dollar-per-outlet allowance means a saving 

of practically 20 per cent in the cost of your 

wiring. To put it another way: if your wiring 

specifications call for twelve current-consuming 
outlets, your- total wiring cost will be reduced by 

the sum of twelve dollars. 


‘We are rot in the wiring business! 





Therefore, the amount of 6 
your wiring estimate, ob- 

tained from your regular i 
contractor, is not influenced ( 


in any way by this offer. The 
jollar-per-outlet allowance 
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is a positive saving to you. 
There is no time to lose—we 
want to send you full infor- 
mation regarding this un- 
usual offer without delay, 
Phone or write today—there 
ie no obligation. 


The PHILADELPHIA 
ELECTRIC COMPANY 


The 
phia's 


idvertisement 


Philadel- 
Which 


Contracts 


Niwa arizes 
Dollar-Per-Outlet 
Directly Influenced 


in Sir Days 


Offer 


1.00¢ 


for cash in five days. This made the 
net price $6.00 for the wiring of the 
three ground floor rooms. The offer was 
restricted to already built and occupied 
houses on the company’s lines. 


MONG the most extreme cases of the 

bonus proposition was a small west- 
ern city where it was stated that the 
company would wire old residences ab- 
solutely free. 

This company had been in business 
over 25 years and the town still con- 
tained hundreds of old and cheap rent- 
ed dwellings which seemed utterly 
hopeless as prospects for electric ser- 
vice. For some years the promotion or 
business getting expense had been about 
$900 per month. It was found that a 
local contractor would install four lights 
on drop cords, open wiring, for one do:- 
lar per socket. The company therefore 
wiped out its commercial department, 
eut out all advertising, and with a sin- 
gle man canvassed the town on the 
‘‘free wiring’’ proposition, intending to 
restrict the amount spent on these 
to the previous normal promotion ex- 


pense. Prior to this offer, the com- 


pany’s increases in meters had been as 
follows: 


9) 


1907 


Total customers connected, 473 
1908 ys ss 815 
1909 84] 
1910 929 
191] 1069 
1912 1173 
1918 1319 


In the two years next following, the 
number of customers connected reached 
a total of over 2100, or almost as many 
as had been gained in the six previous 
years combined. 

This, however, is not the answer to 
the question, What is the value of the 
proposition? Anyone will admit that 
wiring can be given away, and it would 
be strange indeed if this company did 
not sueceed in greatly increasing its 
connections with such a _ proposition. 
The dollars and cents part of the propo- 
sition does not appear until one delves 
into the figures, when it is found that 
each of the houses equipped contained 
not four but eight outlets. The com- 
pany gave four outlets free: the custo- 
mers bought four on their own account. 
And in addition, most of the wiring was 
concealed, although the company’s offer 
was for open wiring. 

This is how the proposition worked : 

With a single salesman, the company 
canvassed the cheaper residence districts, 
ealling upon folks living in rented 
homes. To the salesman’s inquiry the 
housewife almost invariably answered 
that she was interested in electric serv- 
ice, but that she renter and 
could not consider installing electric 
wiring for the benefit of the landlord. 
The salesman’s reply to this was that the 
company would put four outlets in with- 
out charge if she would get a substan- 
tial guarantor to indorse her agreement 
to pay the company 25 cents a week 
minimum charge for current. This was 
generally easy, and the application was 
secured. 

When the wiring contractor arrived, 
he went over the house and suggested, 
first, that the wires be coneealed at a 
cost of 50 cents extra per outlet; then, 
that the customer should have three or 
four extra lights; then, probably, he 
sold a fixture for the parlor in place of 
the obviously unsightly drop cord. Be- 
fore the contractor got through with 
the job, the customer spent anywhere 
from six to ten dollars—and the com 
pany spent only four dollars for the 
four drop lights originally 
open wiring. 
the customers secured 
osition had not four, 
each in their homes. 


Was a 


offered in 
So the reeords show that 
under this 
but eight 


prop 


hiehts 
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The proof of any proposition is found 
in the profit and loss account of the 
company that makes it. In the above 
case, it is shown that today the average 
price received per kwh. of current me- 
tered for residence and commercial 
lighting is almost exactly one-half cent 
more than when this ‘‘free’’ wiring offer 
was started. These reeords show fur- 
ther that now the company receives al- 
most exactly 50 per cent of its revenue 
from somewhat less than 28 per cent of 
its kwh. output. Another point is, that 
while several salesmen during the last 
five vears have been wearing out their 
from house to house, and 
eallousing their knuckles against back 
doors, with results of from 15 to 146 new 
connections per year, one salesman has 
added 400 new connections per year 
during the two years that this ‘‘free’’ 
scheme has been in operation. The cost 
of the ‘‘free’” wiring plus all other pro- 
motion expense, has been less than thi 
promotion expense alone this 
proposition was offered. 

It is not claimed that the proposition 
is ideal. It would not work in many 
cities. One must have a community of 
cheap rented houses to begin with, and 
incidentally one must be reasonably sure 
that the proposition will not be viewed 
by the public utility commissions as a 
Finally, the cost of the 
estimated by the contractor. 
must be low, as in this ease. 


shoes vroing 


before 


rate concession. 


work, as 


A NOTHER form of bonus is the giv 

ing of free current for a limited 
time. This practice was widely em- 
ployed some years ago, but seems to 
have been almost abandoned. One re- 
cent instance, however, is the proposition 
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Bulletin Board 
Proposition, Which is Here 
Necured 365 Contracts in Sir Weeks 


of the Nashville Railway & Light Com- 
pany, which, during Electrical Pros- 
perity Week. agreed to supply current 
without charge for over two months to 
all customers who contracted during the 
week to have their wired. 
This offer resulted in the securing of 
590 contracts in six days. As the in- 
stallations totalled in round figures, 
3,500 outlets, it will be seen that the 
company’s offer amounted to a con 
siderable quantity of current. Other 
features of this campaign were greatly 
reduced prices for wiring and the co- 
operative sales effort of 12 leading con- 
tractors. 


premises 


tdvertisement of the Lancaster Offer. 
Boiled Doirn to 22 Words, 


This 


A clever bonus idea was devised by 
Louis Petit of the Emanual syndicate, 
for use in connection with a house wiring 
campaign. Realizing that a great deal 
dup nds upon starting a campaign with 
enthusiasm, he offered free a flat iron 


to each of the first ten persons who 
signed house wiring contracts. The 
campaigns were advertised Saturday 


and Sunday, and opened on Monday, 
and the result of the free iron offer 
was to have almost a dozen prospective 
customers waiting for the office to open. 
Thus the campaign started with a rush 
and kept the salesmen active from the 
first day. 


Flat Rate Wiring Proposition 


The Offer of a Definite Equipment for Flat Price Has Resulted Successfully 


MONG the most popular wiring 

campaign schemes is that which 

we may term the ‘‘flat rate’’ prop- 
osition; that is, an offer of a definite 
amount of wiring equipment for a flat 
price. 

As in any other wiring offer, only a 
small percentage of the contracts secured 
are based exactly upon the proposition. 
The proposition specifically stated is the 
bait which interests the prospect, but 
when it comes to applying the offer to 
his own premises, this prospect finds 
that a number of conditions and 
preferences require that the equipment 
be altered to his individual needs, and 
his contract, therefore, becomes a matter 
of special estimate. This has been found 
to be the case in almost every wiring 
proposition that has been evolved. The 
proposition and the campaign enthu- 
siasm ‘‘catch’’ the customer, who then 
goes ahead and wires up according to 
his own ideas and almost wholly without 


regard to the original proposition which 
first attracted him. 

A characteristic flat rate wiring cam- 
paign was that conducted in Roanoke 
during 1914, and deseribed as follows 
in Electrical Merchandise of September 
of that year: 


HE basis of the campaign was an ex: 

tended payment proposition under 
which the company secured the wiring 
contracts direct, apportioned them equit- 
ably among the various electrical con- 
tractors, furnished fixtures, glassware 
and lamps, at prices close to cost, and 
financed each contract, receiving from 
each customer 10 per cent in eash of 
the total cost of wiring and fixtures and 
dividing the remainder into twelve 
monthly installments. As an insurance 
against possible losses in the collection 
of the monthly payments, the company, 
which, of course, paid cash to the con- 
tractors on each job, added 10 per cent 
to the contractors’ prices. 





It was realized at the outset that to 
make the plan workable it would be 
necessary to have the various contract- 
ing firms agree upon a standard schedule 
of prices. When a suggested price-list 
was submitted to the contractors, objec- 
tion was raised that the prices were too 
low, but when once the campaign was 
well under way, the contractors realized 
that there was a sufficient margin of 
profit; indeed the company experienced 
difficulty in one or two instances in 
maintaining this same price-list against 
voluntary reductions by contractors on 
large jobs. 

Three specific propositions were fea- 
tured in the advertising, as follows: 

Proposition A—Wiring for six-light out- 
lets, one in each of six rooms, to be 
equipped with drop light shades and lamps, 
$15. 

Proposition B—Wiring for six-light out- 
lets, one in each of six rooms, to be 
equipped with fixtures, glassware and 
lamps. Two 2-light fixtures, one 1-light fix- 
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ture, three drop lights. Fixtures equipped 

with pull chain sockets, $21.50. 
Proposition C—Wiring for six-light out- 

lets, one in each of six rooms, to be 


equipped with fixtures, glassware and 
lamps. Two 2-light square brass fixtures, 


one 1-light chain pendant fixture, three drop 
lights; fixtures equipped with pull chain 
sockets, $27.50. 

As is almost invariably the case, only 
a small proportion of the contracts 
secured were based on any of these 
specific propositions. Most of them were 
a combination of the features of two or 
three. 

During the month of January, 38 
house-wiringe contracts were received, 
while the net gain in eustomers was 90. 

In February the month’s total was 66 
house-wiring contracts and a net gain 
of 91 customers. 

The campaign gathered further im- 
petus in March, 69 houses being wired 
and 91 eustomers gained, while in April, 
all monthly records of the company were 
broken by the wiring of 80 houses and 
the gain of 128 customers. In May, 52 
wiring contracts were received and the 
number of customers increased by 129, 
while in June, 40 contracts and 72 cus: 
tomers were added to the list. 

Thus for the period of six months the 
company made this remarkable showing : 
Ole HOWses Wire ois Senet. 345 
NOt Sra, Cnetomersscs.< oes 601 

In six months the company, with two 
solicitors in the field,secured more house- 
wiring contracts than they had figured 
on getting during the entire year. Need 
say, the campaign was not 
stopped with the securing of the con- 
templated number of contracts. 

The solicitation was earried out along 
the same systematic lines. If a salesman 
received some encouragement but no 
contract on his first visit, the fact was 
carefully noted and two weeks later the 
following letter was sent out: 

Dear Sir (or Madame) : 

Our Mr. recently discussed with 
you a proposition whereby you can have 
your residence wired and fully equipped for 
electricity at a very low cost and pay for 
the same in twelve monthly installments. 

A number of your neighbors have already 
taken advantage of this offer, which will 
be in effect for a limited time only. This 
is an unusual opportunity to secure the 
convenience of electric service, and at the 
same time to increase the value of your 
home. 


less to 


Mr. will call on you again within 
the next few days, and will be glad to ac- 
cept an order for any wiring arrangements 
which you may decide upon. 

Yours very truly, 
Sales Manager. 

It is of interest to note that at one 
time during the campaign this letter was 
bringing in contracts too fast for the 
contractors to handle them promptly 
and we were compelled to hold up letters 
to a large batch of prospects until the 
contractors caught up with the work. 

The Roanoke Company serves a terri- 
tory having a population of approxi- 
mately 45,000, and when the campaign 
was started in January the number of 
customers on the books of the company 
was 5,066. Thus, it can be seen that 
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the net result of the six months’ work 
was an increase of about 12 per cent in 
the number of customers. 

The total amount paid to the four 
contracting firms during the six months’ 
period was $9,187.14, while the average 
amount of each job, including both wir- 
ing and fixtures, was $29.55. The col- 
lections have been excellent, the com- 
pany having sustained practically no 
losses from the proposition. However, 
a number of contracts where the credit 
was questionable were rejected by the 
company. These rejected contrates, of 
course, are not included in the totals 
given in the foregoing paragraphs. That 
the campaign served as an impetus, 
even for the appliance end of the busi 
ness. is shown by the fact that without 
any extensive appliance advertising and 
no solicitation, 200 irons were put out 
during the period of the campaign. 
These results were obtained in the face 
of somewhat unfavorable business econ- 
ditions. 


N even simpler flat rate proposition 

was recently used in Nashville, where 
the following schedule was advertised 
during Electrical Prosperity Week: 
Electrical 


Regular 


Number 


of Wiring Week 
Rooms. Prices. Specials. 
5 $11.00 $9.00 
t 13.50 10.00 
D5 14.75 11.00 
6 16.25 12.00 
7 18.55 13.20 
8 20.65 15.60 
8) 23.00 17.40 
10 25.50 19.80 


The above prices include 60 candle 


power economical Mazda lamps.  Offe1 
only applies to already-built private 


dwellings, within reach of present serv- 
ice lines, where there are no unusual 
conditions of floor to be removed. 

‘* Explanation :—Suppose you have six 
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rooms or places where you need electric 
light; the regular price for wiring six 
rooms is $16.25. By placing your order 
during ‘Electrical Week’ you ean have 
six rooms wired for only $12.00—a clean 
saving of $4.25! No cash payment re- 
quired—no money due until 30 days 
after wiring is completed, and then only 
$1.00 a month until paid for.’’ 

The following summary gives in de 
tail the results of this offer during the 
six days it was in force, but in reading 
these figures it is well to remember that 
the company had just completed a two- 
months campaign during which 345 wir- 
ing contracts were secured : 


NUMBER OF EACH SIZE 


Number of Number of 
Contracts. Outlets. 
a0 2 
114 | 
125 5 
167 6 
54 7 
36 Q 
12 9 
18 10 
14 over 10 
90) 


CONTRACTS PER DAY 


Day. Contracts. 


NOW; 29S ccc noe es 54. 
Now: SQGR . «2.26.24. 695 
DIOGS IRE Sic aciekaaeaes 71 
BCR DHE © iio ins ala Oe 96 
BIG AHN 2s bsleteaes 90 
DC: | |) ea er 214 

590 


white, 368; colored, 89 
white, 113; eolored, 20. 


Owners: 
Tenants: 


ECOGNITION of the fact that flat 
rate propositions are really nothing 
more than ‘‘bait,’’ and that the cus- 
tomer, having been interested by a 
special low price offer, almost immedi- 
ately decides to install more equipment 








No Home Too Old “ 





For Electric Wiring 





Of recent years houses that wer 





Is your home bright 


fixtures had been installed when the 
Way of Wiring does not deface walls 
routine of the home while being done 

When company comes at night, think how cheerful it 
an electric porch light and usher them into a hall flooded 
then, no pause at the door of 
subdued glow in a s} 
of gentle living 


dark drawing r 
iaded electric lamp, while side wall 


Our modern system of house wiring is simplicity itsel 
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Four outlets including drops and meter loops 
Each additional outlet . F 

Outlet and switch 

3 point switch 
Each dre 






mitted, deduct . 


The whole of the above is based on d 





candle-dips were the prevailing source of illumination, have been successfully 
wired for electric lights. So expert are wiremen nowadays and so efhcient 
are the tools with which they do the work that the finished job looks as if the 


m---the simple twitch of a switch being the magic which kindles a 


Just figure the cost 


¢ built back in the days when tallow 






Or is your home 
house was being built. The Modern dark and gloomy 


and does not disarrange the ordinary like this? 
There is no dirt, disorder or trouble 
would be, if. when you hear their ring, you could turn on 


with the next to daylight radiance of Electric Lights. 


} 1} 


fixtures shed that soft illumination which is the final touch 


f---Inexpensive, Quick, Without Trouble or Disorder 





R CARRYING ACCOUNT 
A 


pen concealed 


$9.00 $13.00 $15.00 
1.50 2.25 2.75 
2.00 275 3.00 
3.00 4.00 5.50 


30 30 30 


requirements of ¢ 
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An Advertisement so Complete That the Cu 


stomer Becomes His Own Wiring Estimator 
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This Trade Mark The Gumpaantiee a oer on Goods Electrical. 
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Read this list and see where G.-E. 
Flood Lighting Projectors can be used 
in your localitv. Then figure how 


many Projectors you can sell in each 





place. 


Multiply this by 500 watts (the size 
of the MAZDA C Lamp used as the 
light source) and vou will find that 

the total amount of “new wattage” you can put on your lines is 
enormous 
Flood Lighting is also a spectacular advertisement of Central 


Station service, receiving press notices wherever installed. 


Start a Flood Lighting Campaign in your city. Write now 
for the unusual sales helps, especially prepared for this campaign. 


General Electric Company 
Schenectady, N. Y. 


General Office: 


Sales Offices in All Large Cities 


eT ere. 


AAA 


Public Library, Hartford, Conn., G.-E. Flood Lighted 


acx2cx500 Wats 





February, 1916 


Ti 
ACN 





Advertising Banners 


Arsenals 


Assembling Large Mch'ry 


Athletic Grounds 
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Outdoor Theatrical 
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No house is too old to be wired for EDISON MAZDA LAMPS 


A Nation-wide House-wiring 


Campaign 
March 15th to April 15th 


OUR problem is the wiring of old houses. Few will be as antique 
as this historic, two-century-old landmark, now a shining tribute to 
electric lighting. 

To make the wiring of old houses easier for you, we have 


ie Ve} joined the nation-wide campaign to make the month of March 15th 








to April 15th a record-breaker in house-wiring achievements. 

Our advertisements in the March and April issues of Collier's Il eckl 
Saturday Evening Post, Literary Digest, and elsewhere will bring the subject to 
the attention of a considerable portion of the magazine reading public. 





Our booklets, newspaper cuts, window displays and other sales aids 
will help make your local campaign a big success. The March issue of the 
Edison Sales Builder contains full particulars—read it carefully. 

We urge every distributor of Edison MAZDA Lamps to lend his hearty 
support to this movement, the result of which will be new business for 
practically every branch of the electrical industry. 


SON LAMP WORKS 


OF GENERAL ELECTRIC COMPANY 


General Sales Office, Harrison, N. J Agencies Everywhete 605s 
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or different equipment than that speci- 
fied in the proposition, has led in many 
instanees to the making of combination 
propositions. In Chattanooga, for ex- 
ample, the following schedule of flat 
rate propositions was made, all the ad- 
vertising being centered upon the $11.00 
cottage wiring offer: 
COTTAGE PROPOSITIONS. 
Plan A Five rooms wired com- 
plete, with drop cords...... $11.00 
Plan B—Five rooms wired com- 
plete, with drop cords, porch 


light and flush switeh....... 14.25 
Plan C—Five rooms wired eom- 

plete, with drop cords, two 

2-light fixtures and porch 

light and flush switech....... 20.75 
Plan D—Six rooms wired com- 

plete, with drop cords....... 12.00 
Plan E—Six rooms, wired ecom- 

plete, with drop cords, porch 

light and switch............ 15.25 
Plan F—Six rooms wired ecom- 

plete, with four drop cords 

and two 2-light fixtures..... 18.50 
lan G—Six rooms wired ecom- 

plete, same as proposition 

“B.’’ with poreh light and 

no Ce ato 


Plan H—Eight rooms wired com- 
plete, with drop cords...... 16.00 

‘*Note—If none of these propositions 
meet with your requirements, take the 
one best adapted and add to or subtract 
from, as per schedule.’’ 

But this, as we have said, was only 
the ‘‘bait’? in Chattanooga. The real 
selling plan was to get the customer 
started on one of the above propositions, 
and then to employ a regular price 
schudule covering practically every item 


of additional equipment which might be 
desired. This method of ‘‘wiring by 
schedule’’ is deseribed in detail 
where in this issue. 


else- 


HE Boston ‘‘wiring by schedule’’ 

campaign makes this point especially 
clear. The proposition there was equip- 
ment for a single room, advertised for 
$14.35. The entire advertising cam- 
paign featured this bargain. To quote 
from one of the officers of the company : 

‘The big feature in the soliciting of 
this business under the plan has proven 
to be the fact that we approach the cus- 
tomer with a proposition of wiring his 
premises for a service at a cost of but 
$14.35. 

‘At the start of this campaign we 
put out to our customer a letter asking 
the question ‘‘would you be interested 
in a proposition of wiring your house 
for an electric service at an original in- 
vestment of $2.35, and $2 per month for 
six months.’’ We naturally did not, in 
this announcement, tell our entire story, 
nor did we notify a customer of the fact 
that we offered but a limited service for 
the consideration of $14.35, yet, as an 
advertising proposition, we feel that we 
are fully justified when it is taken into 
consideration the low price offered for 
the installation of a service to the prem- 
ises, a service pipe, in the overhead dis- 
tricts, a meter board with necessary fuse 
plugs, and the wiring of one outlet in 
armored cable, at any location on the 
first floor of the house, excepting the 
ceiling. 

‘“While we in 
the bait 
caught 


business consider 
fact that the fish 
limited to $14.35. is 


the 
good, the 
were not 
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shown by the fact that but 29 of the 
total number 918 contracts signed were 
for the minimum amount. 

38 contracts were from.$1435 to $ 25.00 


146 from 25.00 to 50.00 

231 from 50.00 to 75.00 

227 from 75.00 to 100.00 

196 from 100 to 150.00 
37 from 150.00 to 200.00 
14 over 200.00 


‘«These figures would seem to indicate 
that the bulk of the business from any 
such advertising proposition where 
proper inducements are offered, under 
the wiring schedule, can be looked for 
in greater amounts, by far, than the 
minimum offered. In fact the average 
contract has amounted to something 
over $83.’ 


HEN Albert Emanuel took over 

the Emporia Railway & Light 
Company, a flat rate house wiring prop- 
osition was offered as follows :— 
5 rooms with drop cords........ $13.00 
5 10oms with drop cords and 
porch light with switch....... 
rooms with 3 drop eords and 2 
two-light fixtures, porch light 
ee re 21.80 
The terms were 25% with order and 
balance in six monthly payments. 

A special feature to get quick action 
was the offer of a 6-lb. flat iron free to 
the first ten persons who signed con- 
tracts. The campaign resulted in 110 
wiring contracts, which were secured at 
a cost of $5.14 each, including salaries, 
advertising, etc. Numerous appliances, 
including 84 irons and 9 toasters were 
sold during the campaign to those who 
ordered wiring. 


~ 


Wiring By Schedule 


How the Price List Has Superseded the Wiring Estimator 


HE most successful and the most 

widely used wiring campaign plan 

originated in Boston and has re- 
sulted in the wiring of 2,938 houses. 

The proposition, boiled down, is 
this:—The company devises a_ price 
schedule in which various outlets are 
listed at specified prices. The estab- 
lished prices apply no matter what indi- 
vidual complications might be met in 
any particular house. By the use of 
such a schedule, any salesman, however 
ignorant of wiring practice, can quote 
definitely to the prospective customer 
the exact cost of wiring his home. The 
schedule is large enough to meet any 
reasonable demand of the customer. 
The first published account of this plan, 
as originally put into effect by the Edi- 
son Electric Illuminating Company of 
Boston, appeared in Electrical Merchan- 
dise for December, 1913. The following 
details are abstracted :— 

The Edison Electric Illuminating 
Company campaign is as simple, sensi- 
ble, and clear-cut as could possibly be 


devised. The salesman can quote the 
exact price for any installation from one 
outlet—a wall receptacle and two sock 
ets for $14.35—up to that elaborate in- 
stallation of lighting fixtures and do- 
mestic appliances for $300, which is the 
largest single piece of business that the 
Edison Company has obtained during 
the first campaign. 

The Edison officials worked out a plan 
that is absolutely simple and red-tape- 
less. You could have an outlet consist- 
ing of a flush plug receptacle placed in 
any room on the first floor anywhere 
except the ceiling for $14.35. There is 
a definite price figured out to cover 
every additional item whether it is a 
basement or a porch light or complete 
el ectrie service. Every salesman ear- 
ries a complete price list with him to 
which he ean instantly refer when the 
question of any item of service is 
brought up by a prospect. There is no 
getting away from the definiteness and 
clarity of the proposition, and no misun- 
derstanding it. 


Whatever kind of electric service a 
prospect decides upon for his home, he 
can pay for it in one of several ways. 
If he simply has his house wired for the 
one wall receptacle, he pays $14.35 at 
the rate of $2.35 down and $2.00 per 
month for six months. For larger in- 
stallations, he pays from $2.00 to $2.29 
for as long as 12 months; or $3.00 to 
$3.99 for as long as fifteen months; or 
$4.00 to $4.99 for as long as eighteen 
months, or $5.00 and over for as long as 
twenty months. ; 

However, it is one thing to put a fine 
plan on paper; another to line up the 
contractors. Yet, unless a_ sufficient 
number of the contractors agreed to the 
proposal, it ecould never have _ been 
launched, for the Edison Company, it- 
self, does no wiring. The first contrac- 
tor agreed to the schedule. That in- 
sured. success. After the first man was 
lined up, other contractors were ap- 
proached. 

A good many at first could not see 
how they could do it. ‘‘All right,’’ 
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they were told; ‘‘we already have se- 
cured a sufficient number of contractors 


who are 
cordance 


We're sorry to have to leave you out.’’ 


La al 
Bike : : plan. The prospect 
This argument generally did the busi 
: " se, that a company 
ness. : 
The e cal ‘ io Tas ag r 22 - 
When th ampaign was ready, each spat may be desired. 
salesman was given a price schedule and 


a chart showing the various fixtures that 
a prospect might select in accordance 


with his 
shown 


other 
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fixtures 
room, piazza light, hall, parlor, and for 
household 
fixture plainly numbered and _ priced. 
Thus, the prospect would simply have 





balanee $2 


willing to do the work in ac- 
with our plan and _ prices. 


this chart 
basement, 


needs. On 
for 


were 


or Monday 
dining sae 


requirements—every 


ELECTRICAL 


month 


the 


for six 


also is 


telephone 
already ringing with the first prospect 
at the other end of the wire. 

The following contracts were secured 


during the first five weeks. The 





AGREEMENT FOR ELECTRICAL WIRING 


THIS AGREEMENT, between 





of. , hereinafter called the Purchaser, and 











on the floor in the building numbered 








given in the Price List on the reverse side; said work being Price List No’s 


hereinafter called the Contractor, WITNESSETH that 
THE CONTRACTOR AGREES to furnish the labor and materials to do the work specified below 


Street for the prices 








THE PURCHASER AGREES that upon completion of the work he will pay the said Contractor the 


amounts specified in said Price List for said work, to wit, the sum of. 





IN WITNESS WHEREOF, the parties hereto have executed this instrument in 
day of 191 


this__. 





dollars, 





Purchaser 


Contractor 


The Edison Electric Illuminating Company of Boston 
AGREEMENT FOR FINANCING THE ABOVE AGREEMENT 
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months. ’’ 

Form letters mailed to prospects give 
the gist of the offer—the specific price 
of $14.35 and the monthly installment 
informed 
representative 


will 


gladly call to furnish any information 


Advertising was turned loose on the 
suburban public on a 
when the company office was opened 
morning 


Saturday and 


Was 


list 


for said amount so expended in the Purchaser's behalf in wonthly instalments of. 
dollars, the first instalment to be paid upon the signing of this Agreement; and said Purchaser also 
agrees to use the electric service of the Company, for which he has applied on a regular application form 
ot the Company of even date herewith, until such time as the conditions of this agreement are fulfilled. 

IT IS FURTHER AGREED between the Company and the Purchaser that this Agreement is 
merely one for financing said work, that the Company has made no representation as to the skill or 
competency of the Contractor, who is independent of the Company and that the Company is in no way 
responsible or liable for the work of said Contractor; 
modify or alter this agreement or waive any of its conditions or to bind the Company by making any 


IN CONSIDERATION of the agreements of the above named Purchaser hereinafter made and at 
the request of said Purchaser, THE, EDISON ELECTRIC ILLUMINATING COMPANY OF 
BOSTON, hercinafter called the Company, hereby agrees with said Purchaser to pay the above named 
Contractor, upon receipt of the Contractor's bill approved for payment by the Purchaser, the said sum 


of dollars; and said Purchaser agrees with said Company to reimburse the Company 





that no agent of the Company has power to 








promise or representation or by accepting any representation or information not contained in this 


agreement. 


IN WITNESS WHEREOF the said Purchaser and the said Company have executed this 


instrument in duplicate this. day of. 


191 











Purchaser. 


THE EDISON ELECTRIC ILLUMINATING COMPANY OF BOSTON 


By 





Superintendent Sales Department 


Accepted: 





Credit Clerk 
MINIMUM MONTHLY PAYMENTS $2.00 


MAXIMUM PERIOD OF MONTHLY PAYMENTS 


12 Months 
15 ~ 


$2.00 to $2.99 
3.00 to 3.99 


$4.00 to $4.99 


5.00 and over 


20 


18 Months 








Cnuder 


to consult this chart, pick out any com- 


bination 


he would find the exact price for the 


selected 


plain, it 
hewspaper 


This Agreement Boston Edison Company 
shows the 
of the fixtures he desired, and 
fs js October 13 
combination. 
was perfectly 

advertisements 


It was perfectly 
simple. The 
showed re- 


October Fe 
October 20 


productions of the chart, and pictures 


portraying the use of various electric 
comforts. 


home 


briefly described the advantages of the 
domestic appliances shown in the pic- 
tures, and read: ‘‘You can get the elec- 
trie service to use such appliances for 
$14.35 in small payments—$#2.35 down, 


October 
October 
October 
October 


Appropriate captions 


dW DO VO 


ot 


October 27 


October 28 


Has 


Wired 


date of 
monetary value of each installation : 


$91.25 
14.35 
128.75 
76.00 
14.35 
14.35 
67.25 
125.00 
83.50 
66.25 
48.75 
107.50 
96.00 
40.40 


2,938 


contracts, 


October 
October 


October 


November 
November 


November 


House 8 


and 


29 


30 


the 


$115.00 
75.00 
75.09 
110.00 
116.25 
105.50 
155.25 
24.35 
78.00 
35.29 
300.00 
14.35 
30.75 


40.25 








{UNIVERSAL} 











{UNIVERSAL = 


Prepare for Spring 
Business Now 


The earlier you show spring goods the 
more spring business you'll get. It’s 
time to line up with the best sellers now. 





UNIVERSAL ELECTRIC IRON 
WITH SNAP SWITCH 
No. E9081 = ae ah ee. ae 


The Snap Switch cuts off the heat it 


Price $5.0 
any 
during the iron 
the plug Simply 


handle and the current is off press it 


time ng wit ut removil 


press a 


and the current is on This feat 


ites waste current and isa big talkir 





f 
a - 


UNIVERSAL ELECTRIC COFFEE 
PERCOLATOR 
No. E9637 - - - =; - 


You make 


Price $8.00 
no mistake if yu make a drive 
1is percolator It's the popular sé 

handsome enough 


table ow er 


grace LI 


1ough in ) appea 


custome! Has the UNIVERSAL Pumy 


I ig Safet Device 





UNIVERSAL ELECTRIC PORTABLE 
RANGE COMPLETE 
No. E9841 - - - . - Price $10.50 
W do eve kind of baking or roasting 
small requirements Has four 


of heat The oven has double ills 





us retains any desired temperat 





the current as een switched 


om a high to a medium de 


andiin Frary & Clark 


New Britain, Conn. 


















54 
November 5 $36.50 November 18 
November 6 81.50 
he ae Act 
fi.fo 
November 7 19.00 November 19 
70.50 
November 8 32.75 
14.35 
20.35 November 20 
83.25 
64.00 
73.50 November 21 
November 10 45.00 
139.25 
70.00 November 22 
41.50 
November 11 24.00 
60.00 
40.00 
94.00 November 24 
29.50 
42.25 
November 12 87.00 
58.00 
192.75 
November 13 25.00 
27.35 
November 14 14.35 
120.09 
75.00 
November 15 119.25 
172.00 
14.35 
14.35 
51.00 
November 17 74.75 November 25 
22.50 
November 18 27.00 


92.00 
30.75 


76.75 


S67. 


70.25 


50.5 


58.12 


135.0 
90.0 
74.7 
95.0 


70.75 


123.3% 


» 
‘ 


99 7: 


ELE 
; 
4 4 4 


50 


0 
92 
0 
0 
5 
0 


7) 


we 


95.00 


25 


00 


71.75 
75.00 
67.09 
73.09 
18.00 
55.50 
$0.00 
50.75 


14.35 


101. 
$2.6 


0 
0 


$4.25 


149. 


127.25 


21.25 


15.¢ 
14.° 
204. 
155.6 
80.4 


ro 


14.35 


78.00 


10 
5 
) 
0 
#5) 
0 
0 
0 
0 


84.75 
65.00 
40.00 


CTRICAL 


November 25 $39.50 November 25 $27.50 
S140 71.00 

32.00 — —- 

Total $7,787.80 


A glance at these figures will show 
that out of a total of 114 contracts above 
listed, only 11 were based on as low a 
figure as $14.35, while 14 contracts 
-alled for the expenditure of over $100; 
one of them for an outlay of $300, a see- 
ond for one of over $200, and five for 
over $150. Entirely apart from these 
relatively high figures, 21 of the remain- 
ing 48 contracts ran into amounts in 
excess of $50, and some of them pretty 
close to $100. Viewing the list from 
still another angle, besides the 11 ecus- 
tomers who adhered to the original idea 
of $14.35, only eight confined their ex- 
penditures to less than $25. 

The Boston plan has now been in op- 
eration for 27 months with the follow- 
ing results :— 


Year. No. Houses. 50-w Equivs. 
1913 (3 mos.) 228 4,049 
1914 1,186 23,687 
1915 1,524 30,701 


The ineome and cost of this business 
is satisfactory inasmuch as all contracts 
are for houses on existing commercial 
lines of the company. The details of 
these items are :— 














The Following Prices are only for Single Apartments and Dwellings, and are based upon accept- 
ance within 30 days from quotation and upon the use of Armored Cable and first-class workmanship 
throughout and complete ready for use, excepting fixtures, where deductions for fixtures are made; 
and also excepting private property construction in excess of one stretch of wire overhead or where 
underground service is required in excess of two feet inside the sidewalk line: 
No. 1. Outlet consisting of a flush plug receptacle located im 
any room on the first floor anywhere excepting ceiling. $14.35 
2. No. Land outict in cellar at heating apparatus with switch. 19.00 
3. No, Land 1 outlet on piazza with switch in hal) and fixture. 22.00 
4. No. Land 1 outlet in hall with switch and fixture (3-way 
switches $6.00 additional). 23.00 
5. No. 1 and 1 outict in parlor with switch and fixture, 25.50 
6. No.1, No. 2 No. 3 27.00 
7. 7. = 9 “ 4 28.00 
8. 1 2 ° § 30.50 
9. Lf 3 oa 31.00 
10. oe 3 * $ 33.50 
ll. a. 4 ae. 34.50 
12. a 2 aa No. 4 36.00 
13. 1 - & an ae ee 38.50 
14. 1 ~~. eh wae 39.50 
* IS. ws 2 ‘4 ‘ 5 42.00 
16. ek | ar 3 “4 No. 5 47.50 
Anpprrions : (To apply only after No 3). 
No. 17. Dining Room outlet with switch and fixture. $ 12.00 
** 13. Kitchen outlet with switch and fixture. 8.25 
19. Pantry outlet and fixture. 4.25 
20, China Closet ‘* ‘* 2! 4.25 
21. Back Porch “ with switch and fixture. $.00 
22. Second story hall outlet with two 3-way switches dnd fixture. 11.25 
25. Bath Koom outlet with switch and fixture. 8.25 
24. All other lighting outlets with fixturcs. 4.25 each 
25. All other switches £.00 =|’ 
6. Floor or baseboard receptacles. 4.00 ** 
* 27. Bell Ringing Transformer. 4.00 
30. Pull Sockets (Extra) 25 
For each additional floor above the first floor 
No. 28. Add $5.00 for Item No. 1. 
(Extra charge is to provide for running risers through additional 
floors.) 
No. 29. Add $10.00 for Items No. 1 and No, 2. 
(Extra charge is to provide for controlling cellar lighting from the 
floor occupied by the user.) 
Depucrions Ir Nort Wantep: 
Switches (Exclusive of cellar switch) $3.00 each 
For Fixtures If Personal Selection is Desired: 
| 
No. 3, 6. 1.00 * | 
" 2, 88, 20, St, 23, 23, 4. gs |” | 
4+ and No. 6 2.00 “* | 
ae WES ae 50 | 
9 12 3.00 * \ 
* 10 13 5.50 | 
‘a1 14 6.50 | 
15 16 7.50 
a 5.00 
\ 
Even a Woman Could Figure Out the Cost of Wiring With This Price List 





MERCHANDISE 





February, 1916 


Year. Est. Income. Wiring Cost. 
1913 $4,512 $16,561 
1914 29,096 104,479 
1915 35,270 132,578 


The credit losses incident to this cam- 
paign have been but a very small frac- 
tion of one per cent. 


ANOTHER notable example of the 

‘‘wiring by schedule’’ proposition 
was inaugurated in Brooklyn and is still 
in force. 

The schedule there used also is self- 
explanatory. All original orders must 
earry ‘“‘proposition number one.’’ as 
shown below, which is really nothing 
more nor less than the ‘‘kitchen ser- 
vice’’ equipment similar to that sold in 
Dayton, and elsewhere described in this 
issue under the heading ‘‘Panel Board 
Campaigns.’’ To this basic installation 
may be added outlets in any room from 
celiar to garret, all of which items are 
separately listed in plain figures. The 
schedule is as follows :-— 


KITCHEN 
No. 1—Outlet consisting of a 
baseboard or wall flush 
receptacle — located in 


kitchen on first floor, and 
one ceiling outlet with one 


light fixture and_ pull 
ee. re $19.45 
CELLAR 


No. 2—Ceiling receptacle in cel- 
lar at heating apparatus 
with flush switch at head 
Of cellar MAN6. 056.555. 

HALL 
3—Ceiling outlet in hall with 
one light chain fixture 
and pull chain socket.... 8.10 


(If wall bracket is desired 
instead deduct 85c) 


DINING ROOM 
4—Dining room outlet with 
three light shower fixture, 
pull chain sockets....... 


(If amber glass dome is desired 
instead add $1.50) 


PIAZZA 
5—Outlet on piazza with ceil- 
ing fixture and globe with 
switch in hall 

BEDROOM 
6—Bedroom outlet with two 
light shower fixture, pull 


Y 


~] 
=~] 


No. 


11.75 


No. 


10.00 


chain sockets .......... 8.00 
PARLOR 
No. 7—Parlor outlet with four 
light shower fixture, pull 
chain sockets .......... 10.50 
CHINA CLOSET 
No. 8—China closet outlet and 
bracket fixture with pull 
rer 6.20 
BACK PORCH 
No. 9—Back porch outlet and 
bracket fixture with 
CI os s00sine% ; . 10.35 
PANTRY 
No. 10—Pantry outlet and one 


light bracket fixture with 
pull chain socket 


20 
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FIXTURES 


T © 


Cellar 


$e Amanat nit SAH 


N25 
Piazza 20¢ 


: N27 
Parlor $550 
NQ4A 





Note Nos. 1, 3. 4, 6, 7 


ELECTRICAL 





Dining Room Dome $6!5 





SUPPLIED 


with EDISON HOUSE WIRING PLAN 


. 
nog 
Back Porch $/25 


N2 8-10 
Pantry, China Closet 
& all Brackets $/25 


Flush Switch 


Baseboard & Wal! 
Flush Receptacle 


N23 
Hall $210 


Nai 
* Kitchen $/2° 


‘ 
N24 


Dining Room $485 


Standard Length of Fixture, 36 inches, No. 4a Standard Length, 54 inches 





Visits to 


Nhoie 


i BATH ROOM 

No. 11—Bath room outlet and 
) one light nickel plated fix- 
ture, pull chain socket... 





$5.20 
ALL OTHER OHTLETS 
-All other lighting outlets 
) with one light bracket fix- 
| ture, pull chain socket... 
-Two three-way switches 
for controlling hall light 
from upper or lower floor 
Floor, baseboard, wall, 
or ceiling receptacles.... 
15—Bell ringing transform- 
ers for alternating cur- 
rent only. This device 
does away with all the 
trouble of dry and wet 
GEORG 25.2 is ceed hs asa 
16—F lush wall switches..... 3.85 


Za 
4 
Z 
bat 
C 


6.20 


7. 
4 
bed 





9.90 


() 


No. 14 
4.95 











EDISON ELECTRIC ILLUMINATING COMPANY of BROOKLYN 


i Tllustration Showing Kirtures Sold by Brooklyn Salesinen is so Clear That 


Room Li 


Unnecessary 


Accompanying the above schedule, in 
the Brooklyn proposition, are clever 
shadowgraph illustrations showing the 
various fixtures in their proper sur- 
roundings, and in addition a plate is 
supplied to the prospective customer, on 
which these fixtures are all shown with 
identification marks and prices. 

‘ae salesmanager of the 
Brooklyn Edison Company, reports that 
705 houses have been wired under this 
schedule in 15 months. The average 
amount of the contracts was $118.51 
and the average number of outlets 28. 


Jones, 


In the 15 months’ experience which this 
company has had with the deferred pay- 
ment proposition not a dollar has been 
lost due to bad accounts. 


MERCHANDISE 





notable 
the ‘‘wiring by sched- 
campaign, but a large number of 


HE above are the two most 
examples of 
ule’’ 


similar or identical campaigns have 
been successfully carried out. <A recent 
issue of Electrical Me rchandise con- 


tained an account of the campaign con- 
ducted in Topeka by Robert B. Basham, 
who used the following schedule: 


Topeka House-wiring Campaign Schedul-. 


ist 2nd 
floor floor 
Light Opening $2.00 
Cottage pSnap Sw itches 5. P 2.25 
Open -Flush Switehes S.P. 2.75 
Attic 3-Way Snap Switch bead 
-Wavy Flush Switch 3.80 
Light Opening $2.25 
Cottage Snap Switch S. P. 2.45 
Floored Flush Switch S. P. 3.00 
Attic 3-Way Snap Switch 3.75 
Way Flush Switch 4.20 
2-Story Light Opening $2.70 $2.00 
House, Snap Switch S. P. 15 B25 
Open -Flush Switch S. P. 6 3.00 
Attic Way SnapSwiteh 4.75 oo 
-Way FlushSwitch 5.00 5.00 
2-Story Light Opening $3.00 $2.25 
ITouse, Snap Switch §S. P. 3.00 2.45 
Floored Flush Switeh S. P. $.00 Ah 
Attic -Way Snap Switch 4.75 7 
-Way Flush Switch 5.00 5.09 
If the attic is finished, tigure whole house 
on first-floor schedule. 
Single-circuit jobs without cabinet. 
Does not inelude double or hardwood 
floors. 
Minimum amount of contract $12.50. 
Figure lamps additional, 
Drop cords, no shade, add 75e. each—with 


shade, $1.00. 


\bove prices include hardware. 

The Topeka campaign resulted in se- 
curing 1582 wiring contracts in six 
months, and they had an average of but 
four salesmen employed in solicitation. 

In Chattanooga, during July and Au 
gust, 1914, a combination of the flat rate 
wiring proposition and the schedule 
proposition was employed. The basis 
was a ‘‘cottage proposition’’ of ‘‘five 
rooms wired complete with drop cords 
for $11.00,’* followed by seven other 
flat propositions. This offer was widely 
advertised and brought 957 inquiries, 
resulting in 334 contracts. The original 
offer stated, ‘‘If none of these proposi- 
tions meets your requirements, take the 
one best adapted and add to or subtract 
As result, the 
amounted 


from, as per schedule.’’ 
contract 


to $90.55. 


average 


Enough has been given regarding 
‘‘wiring by schedule’’ to show that it 
results in great stimulation of 
The essential feature is that 
man is able to quote a definite price at 
his first call: there is no waiting for the 
contractor to estimate, no shopping about 
for fixtures and glassware, 
customer to. cool off. 


business. 


] ] 
the sates 


no chance for 
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Lay Out Your Wiring Campaign Now—___ 





NOR a number of years our Campaign Service 





Ne ae Bureau has been busy planing sales and business 
~~ developing campaigns for those handling Nationa 
MAZDA lamps. Many Central Stations, Jobbers, 
Electrical Contractors and Dealers have taken advantage { 
of this service. Wehave made up campaigns of all sorts 

some for store and house-wiring, others for residential, 
office building, store, factory and sign lighting, miniature 
lamp campaigns, and so on. Naturally, through experience : 
and by keeping in close touch with merchandising methods | 
as applied to the commercial side of the electrical industry, 
this department has a service to offer that will be of great ! 
value to you. } 











6) Menouat ane Woes 


OF GENERAL ELECTRIC CO. 
NELA PARK, CLEVELAND 


Member Society for Electrical Development—‘DO IT ELECTRICALLY” 
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it 
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TeagOW is the time to start thinking of your spring 
W2ANI# house-wiring activities. Why not take advantage 

of the suggestions our Campaign Service Bureau 
can give you. It will cost you only the time required 
to write a letter advising in a general way what you aim 
to accomplish and what conditions you are up against. Of 
course the more complete information you furnish, the 
better are we prepared to outline a detailed campaign to 
meet your specific requirements. Write today addressing 
your correspondence to the General Sales Manager of the 


Division through which you obtain National MAZDA 


lamps. 





a ena en a 














(@ Manoa Lae ors 


OF GENERAL ELECTRIC CO. 


NELA PARK, CLEVELAND 
Member Society for Electrical Development—“DO IT ELECTRICALLY” 





Co-Operation With Contractors 


Fairness and Firmness the Necessary Combination to Get Best Results 


HE extreme policies regarding co- 

operation with contractors range 

from instances where the lighting 
company goes into the wiring contract- 
ing business to cases where the lighting 
company has nothing whatever to do 
with wiring. 

Both extremes are bad. 

A case in point is a lively little city 
just below Mason and Dixon’s line, 
where the central station manager re- 
ports, ‘‘We do not mix up in the house 
wiring proposition at all.’’ Asa resu't, 
the number of customers connected in 
his city was hardly one-third the num- 
ber connected in a much less promising 
city of exactly the same size, located a 
bit farther north, where intelligent co- 
operation among all electrical interests 
results in the securing of the maximum 
amount of business. 

At the outset of the last panic, occa- 
sioned by the beginning of hostilities in 
Europe, a number of companies discon- 
tinued the practice of carrying accounts 
and otherwise giving financial backing 
to house wiring sales effort. This has 
resulted in a decided falling off in house 
wiring business in many cities: in 
others, it does not seem to have had any 
serious effect. 

Minneapolis, where the commercial 
department has made a remarkable re- 
cord for securing old house wiring busi- 
ness, the work is all done by contractors 
and no credit arrangement other than 
the usual 30 days, is offered. In that 
city, however, the aggressive sales policy 
and the quantity of business resulting, 
has demonstrated to the contractors the 
possibilities of this class of business and 
has shown them that they can profitably 
reduce their unit costs as they secure an 
increased volume of work. H. E. Young, 
salesmanager of the Minneapolis Gen- 
eral Electric Company, suggests that the 
company’s aggressiveness has paved the 
way toward a co-operation effort in lower 
priced wiring and deferred payment 
proposition. 


A. K. Young, of Toledo, considers that 
it is the duty of the lighting company to 
assist in financing wiring contractors. 
Where the company does not enter into 
any specific campaign, but simply solic- 
its the business and turns it over to con- 
tractors, many sales are made which 
must be paid in instalments. Only the 
well-to-do contractors are able to assume 
such accounts, and the result is that the 
business naturally gravitates to two or 
three contractors with capital, leaving 
the field pretty barren for those who 
are unable to extend long credits. The 
company employing its capital or credit 
in this situation, is able to spread the 
work around to all the contractors, big 
and little, to the general advantage of 





the electrical conditions of the ecommun- 
ity. 


HIS point was very ably argued be- 

fore the New England section of the 
N. E. L. A. some fifteen months ago by 
E. C. Kimball of Boston. His views, as 
reported in, Electrical Merchandise a 
the time, are: 

‘*Tn evolving any scheme of house wir- 
ing to be put before the owners of exist- 
ing buildings, with the hope of securing 
results in a large way, we have proven 
to our satisfaction, it is essential that the 
central station assume a part of the bur- 
den of the original expense. If, how- 
ever, we look at this proposition in a 
broad light, we can see how small a part 
of the burden we are obliged to carry 
for such an income as it is possible to 
produce. When we consider that the 
mere financing of a wiring plan is in the 
end but equivalent to an acceptance of 
a customer’s note with monthly pay- 
ments to be matured within a stated 
period, with or without interest, it is 
fair to assume that there is not a com- 
pany in this Association that could not 
well afford to adopt such a plan and 
waive the interest charges on a wiring 
proposition as off-set by the possibilities 
of income at their current rates. 

‘‘The experience of the Boston Edi- 
son Company has come in operating 
under the plan which we are now using 
and is such that we feel justified in say 
ing the cost to the company is insigni 
ficant when we figure the income which 
we are receiving from such installations 
as have been already mede. 

‘*In the nine months ending July 31, 
1914, we have signed 918 contracts, 
which contracts have added 17,000 50 
watt equivalents to our connected load. 
The estimated income from this business 
we have approximated at $21,000. The 
house wiring as contracted under the 
plan amounts to $75,800 of which we 
have received in cash payments $7,700 
leaving a difference of approximately 
$68,000, to be paid in monthly payments, 
amounting on August 1 to $4,485 per 
month, so that our financing investment 
in this proposition will be entirely taken 
care of within a period of 15 months 
and our real investment will be but the 
interest rate on the $68,000 for a period 
of approximately 714 months. 

‘“*T think it is safe to assume that any 
of us are willing to spend $2,100 for a 
net increase in income of $21,000 per 
annum. ’’ 


-- 


NE feature of the co-operation prob- 
lem which is always vexing is the 
just apportionment of orders among a 
number of contractors. The large con- 
tractor employing a big crew and hav- 
ing ample capital feels that he should 


get more business than the little fellow 
who wears overalls and buys his wire by 
the foot. This is true enough, but the 
little fellow can’t see it. He continually 
accuses the lighting company and its 
representatives of favoritism, starts all 
the trouble he can, and generally acts 
the part of the ‘‘dog in the manger.’’ 

The Metropolitan Electrie Company 
of Reading solved this prob'em satis. 
factorily as follows: 

The orders for work are given direct 
to the company and are numbered con- 
secutively. These are given out in turn 
to the first contractor who states that 
work can be started the next day. In 
this way the contractor who is able to 
finish the most work gets the most work 
from the company. When more than 
one contractor is ready to start work, 
the orders are consecutively distributed. 


RICE is another stumbling block in 

the path of co-operation. The light- 
ing company which undertakes to pro- 
mote a wiring campaign on a big scale 
realizes that it must make a proposition 
to the public which will be attractive 
and lead to instant acceptance. The 
contractor, for his part, can see no ad- 
vantage in selling his labor and material 
at cost. Between these extremes, of 
charging all the traffic will bear (which 
is the contractor’s ideal) and putting the 
wires in absolutely free (which is the 
finality of the central station’s view), 
there must be established a schedule of 
prices which will stimulate business to 
the greatest degree and at the same time 
give a fair profit to all. 

Speaking to the central stations, we 
may say, bluntly, that in the effort to 
bring wiring prices down to the lowest 
practicable point, they must understand 
that starvation means stagnation, and 
any schedule which cuts into the con- 
tractor too deeply will defeat its pur- 
pose. According to the report of the 
N. E. L. A. committee on wiring build- 
ings, 28.6 per cent must be added to the 
contractor’s cost of material and labor 
to take care of his normal overhead. In- 
creased volume of scales will reduce this 
percentage of overhead, but in no event 
does the item disappear: it does not even 
diminish much below 20 per cent. To 
one unfamiliar with estimating, it may 
seem absurd to add from one-fifth to 
almost one-third to material and labor 
costs, and then add a profit above that, 
but as Edward N. Hurley has said, ‘‘No 
arbitrary ruling that affects price will 
stand the test of practice unless it is 
backed up by facts and figures. Only 
the few—the suecessful few—know what 
it costs to do business.’’ 

Robert B. Basham, of Topeka, had the 
unusual experience of receiving from 
his local contractors a schedule which 
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was too low, due to the fact that price 
eutting had been common in that city 
and the contractor ‘‘did not know how 
much it cost them to do business.’’ His 
belief in the matter of co-operation is 
well worthy of serious thought. In a 
recent issue of Electrical Merchandise 
he said: 

‘*When a lighting company figures 
with the contractors on a schedule of 
this kind, it behooves the former to ac- 
cept a schedule at which the contractors 
ean make a fair margin of profit. There 
is no place where the motto, ‘‘ Live and 
let live,’’ applies better than here. The 
contractors of this city submitted to us 
a schedule under which they felt that 
they could accept orders, but some of 
the items they had figured right down to 
bedrock. This was due to the fact that 
price-cutting had commonly been prac- 
ticed by the Topeka contractors, and 
they felt that they could not get our 
business except at the figures they 
named. I voluntarily raised several of 
the items, knowing that if the bidders 
did the work at the price they estimated, 
they would simply be swapping dollars. 
Our unexpected generosity satisfied the 
eontractors that the lighting company 
was willing to play fair. They im- 
mediately gave us their undivided sup- 
port, which, indeed, proved an important 
factor in the success of our campaign.’’ 


I" is to be noted, however, that prices 
which the contractors believe are too 
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low frequently turn out to be ample and 
fat with profit when a campaign gets 
into motion. 

In Roanoke, W. C. Claytor, superin- 
tendent of light and power, had great 
difficulty in persuading his local con- 
tractors to accept a schedule which he 
believed would be fair, yet after the 
campaign started he had even greater 
difficulty to maintain the schedule in the 
face of price cutting by the very men 
who at first were most bitterly emphatic 
in their assertion that his prices repre- 
sented actual loss. 

Approximately the same condition 
developed in Boston. Says E. C. Kim 
ball of that city : 

‘*In promoting this plan originally we 
met with some little opposition from the 
contractors, they taking the viewpoint 
that the only advantage that could pos- 
sibly be gotten through the plan as pro- 
posed would accrue to the Edison Com- 
pany at their (the contractors’) expense. 
It seemed to be a prevailing idea that 
we were putting ourselves in a position 
which properly belonged to them; that 
we were quoting a customer prices ar- 
bitrarily without consulting the contrae- 
tors as to his wishes, his desires or his 
willingness to execute the work under 
the agreement as proposed. 

‘“We are perhaps willing to admit 
that all the contractors said is true. We 
did take an arbitrary stand. We did 
dictate the prices at which the work 
should be done. We did put ourselves 
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in the position of the contractor and sell 
his product to be delivered by him, but 
in making up the price-list we consulted 
a contractor whom we felt well com- 
petent to pass upon the prices and whose 
consent we got to execute any contract 
which we might secure at the prices as 
quoted, before putting the proposition 
before the contractors as a whole. 

‘‘There may be a question of ethics 
in our confining such a proposition orig- 
inally to one contractor, but as a matter 
of fact we were even more arbitrary 
than this as we used our own judgment 
largely where any question arose be- 
tween him and ourselves and the plan as 
finally proposed was put out on this 
basis largely. ‘Here is our proposition: 
We have a contractor who is willing to 
execute orders. If you want any of the 
business that we are going to secure 
from this plan, you may have it or leave 
it, as your desire.” We did not put this 
into so many words before the contrac- 
tor, but in calling a meeting of all the 
contractors we placed the proposition 
before them and the inference was very 
plain when we stated ‘we are going to 
secure business on this plan; the plan is 
underwritten by one of your number in 
that he will do the work; if you want 
to get in we have called you together to 
offer you the privilege—if you don’t 
there are no hard feelings.’ 

‘*As a result of this attitude we have 
at the present time 200 contractors who 
are accepting such work as we may turn 


















is making selling records for dealers that no 
other machine can come anywhere near to DO. 


20 Dealers have each done 
a $20,000 Hoover business 


Twenty others have done over $10,000 worth of Hoover business, some of them just missing the 
$20,000 mark. Thirty have done between $5,000 and $10,000 worth of business, and scores have 
sold between $2,000 and $5,000 worth of machines. 


THE QOVER suction, 


WORK THAT OTHERS CLAIM TO 


matching. 
Everywhere where there is 


made by a big electric company—the Hoover 
was found 98.5% efficient. No other machine 


In one of the most exacting tests ever 








Write us and we will tell 
P you all about this wonder- 
ful electric carpet sweeper 
and vacuum cleaner com- 
bined—tell you how you 
can build up a good busi- 
ness on it—and give you 
a proposition for getting 
started that will open 
your eyes. 














Electric current, there is a 
field and a big one for the 
Hoover. Why literally 
scores of dealers have sold 
between $2,000 and 
$5,000 worth of Hoovers, and the towns in 
which they do business go down to those so 
small that they are scarcely on the map. 


Why is the Hoover surpassing all other electric 
cleaners in sales? Because it DOES THE 


was found that even approached 100% efh- 
ciency. 

And the most interesting part of it is—THE 
ELECTRIC CENTRAL STATIONS 
ARE SHOWING THE BIGGEST 
INCREASE OF ALL CLASSES OF 
HOOVER DEALERS. 


Are you getting your share ? 
question. 


That's the 


THE HOOVER SUCTION SWEEPER CO. 


906E East Maple Ave. 


NEW BERLIN, O. 
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COMBINED SUCTION CLEANER 
and CARPET SWEEPER 


Double . 
lined dust bag— 
Dust cannot possibly 
penetrate the fab 
ric. Easily 
emptied. 








Pull 
switch con- 
nected to handle 
so that the motor 
may be started and 
stopped without bending. 
(Fully approved by 

the National Board 
of Fire Under- 
writers.) 







































Has 
Greater suction 
and pulls a larger 
volume of air than 
any other cleaner 
of this type. 


Patent 

Valve which 

| absolutely prevents 

dust from dropping 
back into fan 

chamber. 








. Belt- 
driven revolving 
brush dislodges coarse 
dirt, threads, lint, 
etc. / 
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Light in weight. Has full set of attachments. 
Is guaranteed. 
very sale reported to us is looked after from 







Light 
weight, perfect 
balance, trouble 






Absolutely will pick up hair, thread and lint. 
free motor. 


Has a revolving brush that actually brushes. this office. 
Has control switch connected to handle. oo to work up the Trade and close 
Has a double lined dust bag. It offers you a large margin of profit. 


Is there anything else you could 
Reasonably Ask For? 


THEN WRITE IMMEDIATELY FOR OUR LIBERAL DEALERS’ PROPOSITION. 
WE ALLOW OUR MACHINES TO DO THE TALKING. 


THE WISE-HARROLD ELECTRIC CO. 


The Sweeper People 


NEW PHILADELPHIA, OHIO 
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over, and we have many contractors who 
are daily calling us wanting to know if 
we have not some contracts in hand 
which they can execute.’ 


A FEATURE of co-operation with the 
contractor which has not been as 
widely adopted as perhaps it should is 
the practice of compensating the con- 
tractors for their soliciting work as an 
offset to their quoting bedstock prices. 

It seems reasonable that contractors 
will do a great deal more work to get 
business under a campaign plan if they 
are paid for their soliciting. As the 
proposition generally works out, each 
contractor gets his pro rata of wiring to 
do whether he solicits or not. Naturally, 
any time or money spent on solicitation 
is utter waste, since he gets neither more 
work nor additional profit therefrom. If, 
then, it can be arranged so that each 
contractor gets fair treatment in the 
allotting of the business and that those 
who aid in the soliciting get a reasonable 
commission besides, we have arrived at 
the fairest possible basis for operation. 

This policy is in force in Boston with 
excellent results. The details of their 
method, as published some time ago in 
Electrical Merchandise, are as follows: 

‘‘An important feature of our house 
wiring campaign has been the co-opera- 
tion which we have gotten through the 
wiring contractors, by means of a com- 
pensation plan adopted wherein we have 
paid the contractor $2 per customer s°- 
cured plus 25c. for each outlet for which 
the customer contracts and installs. 

‘‘Under this plan we have secured 
from the contractors 248 contracts out 
of the first 918 signed, for which we 
have paid in compensation $1,265.25 or 
an average compensation of about $5.10 
per house secured and wired by the con- 
tractor. This compensation has been 
divided among exactly 50 wiring con- 
tractors. We have thus made 50 agents 
for the company and feel that the 
moral effect of inducing the wiring con- 
tractor to secure real business on this 
plan is worth all we pay as compensa- 
tion.”” 


Charity Sales of Appliances 

The Associated Charities of Colorado 
Springs were given an opportunity to 
show their skill as appliance salesmen. 
In line with a policy adopted a year ago, 
the Charities were given charge of the 
Colorado Springs Light, Heat & Power 
Company’s salesroom for a day and 
were paid a liberal commission on all 
appliances sold. The company helped 
the sale along by generous use of adver- 
tising space in the newspapers. The 
electric sales for the day amounted to 
almost exactly $600, besides the sale of 
over 100 tons of coke. Almost $200 was 
paid over to the Associated Charities as 
commissions for this day’s work. 
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The Rental Proposition 


N an endeavor to connect to service 
the large number of cottages occu- 
pied by mill hands in its territory, 
the Worcester Suburban Electric Com- 
pany offered a rental proposition that 
cost tenants only five cents a month. 
The installation so offered consisted of 
two drop lights in two adjoining rooms, 
both equipped with glassware and Maz- 
da lamps. <A condition was that at least 
six houses had to be wired in a given 
locality before the work would be under- 
taken. If the customer wished to own 
the equipment, it would be sold at $7.09, 


but in such case no rental paid was 
allowed to apply upon the purchase 
price. 


This extraordinary proposition led to 
the wiring of a considerable number of 
cottages, but after the first novelty had 
worn off it was found that the proposi- 


tion was too cheap. Definite opposition 


developed because of the open wiring 
and 


it was made clear that even mill 


TO HAVE ELECTRIC 
IN YOUR HOME ? 
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This is all that it will cost you, in addition to 
your monthly current bills, for an installation of : 


Parlor - - 
Dining Room 2 Lights 
Kitchen” - 


hands prefer to have better equipment 
at a higher price. 

As a result of this condition, a new 
proposition was evolved, consisting of 
a three-light shower fixture in the par- 
lor, a two-light unit in the dining room 
and a single light fixture in the kitchen, 
all equipped with lamps and glass, with 
a bonus of either a flat iron or toaster 
stove with each contract. The new 
equipment is charged for at 25 cents a 
month rental, or $20.00 for purchase. 
As in the previous offer, no rentals paid 
are allowed to apply against the pur- 
chase price. 

The company’s minimum is one dol- 
lar, and the gift flat iron is offered so 
that the small users will consume the 
minimum quantity of current and also 
have the benefit of more complete serv- 
ice, 

The mill owners, who also own many 
of the tenements, are co-operating with 
the company in its endeavor to bring its 
service to the mill hands. 


LIGHTS 


3 Lights 


1 Light 





These fixtures will be equipped with shades and Mazda 
lamps. All wiring to be concealed. 

This installation will be completed in one day, and with- 
out any inconvenience to you. 


» THE ATTACHED COUPON CONSTITUTES YOUR ORDER 


FOR THIS WORK 
FILL IT OUT TODAY 


CONDITIONS 


1, Houses on our already constructed lines 


only will be accepted. 
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All wiring remains the property of the 
Worcester Suburban Electric Co., and the ten 
ant agrees to keep said property in as good con 
dition as when installed, reasonable wear and 


3. Owner or tenant of house may at 
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ban Electric Co. No rentals paid are to be af 
offer either a. sir- plied against this purchase price 


in rented hou 
of money I € 
atothehill forcurrent 






To assure prompt service, orders for wiring should be 
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W ORCESTER SUBURBAN ELECTRIC Co. 


UXBRIDGE, MASS. 


A. C. COBB, New Business Manager Telephone 60 


How the Rental Proposition is Presented. A 
the Statement That the Job Will Be Finished in a Single Day 


Very Strong Argument is 
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Current Limiter Campaign 


Controlled Flat Rate Proposition Has Wired Many Homes 


Lt is undoubtedly unfortunate that 
only one manufacturer at this time of- 
fers a current limiting device. If there 
were several manufacturers in competi- 
tion, a description of the methods used 
to get old houses wired by means of the 
controlled flat rate proposition would 
appear as unbiased as any other selling 
plan. But because the only device avail- 
able is the Excess Indicator, the follow- 
ing account may appear in the eyes of 
our readers as a plain ‘‘trade item.’’ 
This is not the fact. We publish the 
following de scription of houses entirely 
without pre judice. EDITOR. | 


HE appeal of the controlled flat rate 

is based upon the public’s distrust of 
the meter. No amount of argument, no 
amount of evidence, will wholly convince 
a certain large class that electric meters 
are dependable. The people to whom 
the flat rate appeals are of the sort who 
believe that public utility companies are 
inherently dishonest. They believe that 
the meter is a device for cheating. Yet 
‘as soon as these people are offered a 
flat rate, their opposition disappears. 
There is, of course, another class of 
people who really cannot afford to spend 
more than a definite small sum _ per 
month for electric service, and who will 
not become consumers because they are 
afraid they will be induced to spend 
more than they ean afford. But at bot- 
tom the two classes are a unit in their 
distrust of meters and their suscepti- 
bility to the flat rate argument. 

Two factors enter into the success of 
flat rate campaigns: the first is the ad- 
vantage of the rate as a sales argument; 
the other is the fact that the Excess 
Indicator manufacturer puts a force of 
trained specialists into the territory. 

The manufacturer's crew is assigned 
to territory not covered by the lighting 
company’s regular salesmen. These 
outside men are bellringers. They go 
to every residence of whatever class 
which is not using service and put up 
their proposition either on the meter or 
the Excess Indicator basis. 

sefore they start, arrangements are 
made with local wiring contractors 
whereby these men may quote a unit 
price for wiring. Sometimes the light- 
ing company carries the accounts, some- 
times the contractors. As a rule, about 
10 per cent is added to the contractors’ 
prices when the company carries them, 
this to offset the cost of collection. 

A typical schedule of wiring prices is 
the following which was employed in 
Carthage, N. Y.: 

ett | a re $12.10 


IGNOU <5 5s we o's Sw ia 14.35 
OL  !) 16.60 
(ore 17.85 
Ue rr 19.95 


eer $ 22.05 

LO MORTEIS: -2.h5k oc cde Sere 24.15 
Flush switch without box........ $0.75 
Flush switeh with box............ 1.00 
DN SOS 4 Va dawn deeeeneees 40 


The proposition is liberally advertised 
in the newspapers at the beginning of 
the campaign, a typical example of the 
method of appeal being the subjoined 
advertisement. The whole ad_ hinges 
around the guarantee that the bill will 
not exceed a stipulated amount monthly. 

A characteristic campaign was that 
undertaken in Elmira, N. Y. beginning 
February and continuing to the middle 
of October, 1915. In this campaign all 
the leads received from the advertising 
or otherwise were first given to the 
company’s regular solicitors and the 
outside specialists sent in later to clean 
up what was left. The lighting company 
men were obviously most interested in 
getting meter contracts, but it is the 
testimony of the company executives 
that the Indicator salesmen worked as 
faithfully for meter business as for flat 
rate business. Here are the results: 
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tion, finally decided to take service on 
the regular rates. This proportion 
throughout the country is about one- 
half, as the following list shows: 


City Ind. Meter 
Elmira, N. Y..... wecedoe 358 
eS Se 226 326 
i a rere 25 26 
Westchester, Pa........ ot 53 
Phoenixville, Pa....... 30 ao 


In this connection, H. N. MeConnell, 
who has commercial supervision of 
Elmira, says: 

“You might think the Excess Indi- 
cator salesmen would apply their ener- 
gies toward securing Excess Indicator 
contracts instead of meter contracts, 
but I think they work just as hard in 
securing meter contracts as they will 
the Indicator contracts and they will 
not try to discourage the use of the meter 
merely to sell their Indicator. For in- 
instance, we secured 100 new customers 
for the month of November, 1915. Sixty 
of these were meter contracts and 40 
were Indicator contracts.’’ 

The record of the controlled flat rate 
abroad is well known to all who have 
followed the subject of house wiring 
during the past several years. In this 
country, the proposition has met with 
more opposition than it deserved, yet 
its ratio of successes is very high. 
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: Electricity For Everybody 


Until recently electric light was thought to be within the means of the se-called “rich man,” bat with the newer light sources and HY 
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Feb a 49 16 65 
March 3 52 17 69 
April 4 47 53 100 
May 4 59 41 100 
June 4 54 38 92 
July 4 57 39 96 
August 4 29 72 101 
Sept. 4 32 58 90 
YY, Oct. 3 is 25 38 


“Nine out of ten of these contracts in- 
cluded wiring. It was made evident that 
the flat rate pulled in a large number 
who otherwise could not be connected 
to service. 

It is interesting to note, however, what 
a really large proportion, after becom- 
ing interested in the flat rate proposi- 


You may call, write or ‘phone us and we will gladly have one of our representatives explain our propesition to you. 
OE ee eee ere 


The Schuylkill Gas and Electric Company 


Considering the many advantages of clectricity for residence lighting as compared to the labor, eabeatthfelness and uncleanti- . ? 
ness of other forms of (lumisation now in use,do you honestly fcelthat you can pass up this opportasits and sti!! continuc withan 
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Send For Our : 
Investment Booklets 


These pamphlets issued by our Bond 
Department tell you exactly what you 
want to know about the small denom- 
ination securities of the utility com- 
panies under our management. ‘They 
are reinforced by the most complete 
annual reports of their kind issued. 


Conservative Investments 


Yielding from 5.40 % to7 “% 
H. M. Byllesby & Company 


. Incorporated 
Chicago New York 
210 South LaSalle St. Trinity Building 
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WHO STARTED IT? 

There is an argument in progress as 
to who is responsible for giving impetus 
to the electrical flag movement. We 
seem to recall a case where, in a much 
more serious test of patriotism and cour- 
age, the final decision was that ‘‘There 
is glory enough for all.’’ That thought 
applies here. 


ENTHUSIASM THE MOTIVE 
POWER 


Whether or not the proposed Wire- 
Your-Home of the Society for Elee- 
trical Development results in 100,000 
homes being added to the circuits of the 
country’s central stations, depends upon 
one thing only—enthusiasm. 

It has been proven time and again 
that even a weak selling propositior: 
backed by keen, aggressive and optimis- 
tie soliciting effort, will result in unex- 
pected success. Just now, the American 
public, in the first flush of prosperity 
following a long season of doubt and 
depression, is ready to accept any really 
convincing argument in favor of better 
living conditions, greater convenience, 
more generous comfort. To take advan- 
tage of the situation seems to be the 
most obvious and simple commerical 
common sense. 

But to make the Month a really big 
step in the electrical development of tie 
country requires complete optimism and 
whole-souled enthusiasm. Let the in- 
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dustry get together without selfishness 
and carry through this large plan with 
the conviction of predestined success, 
and we will, at one stroke, bring the 
benefits of electric service to almost half 
a million people who are now prevented 
from enjoying it only because their 
homes are unwired. 


OVERDOING CHEAPNESS 

That cheapness in itself is a mighty 
poor sales argument is indicated by re- 
ports from Uxbridge, Mass., where the 
lighting company offered a wiring prop- 
osition costing the user only five cents 
a month rental. 

This proposition, while not a failure, 
was far from being an unqualified suc- 
cess. The reason was that the equip- 
ment and method of installation were 
too cheap, even for the poor mill hands 
to whom the offer was made. As a re- 
sult, the same company is now making a 
proposition based upon concealed wiring, 
substantial fixtures, Mazda lamps and a 
standard make of flat iron, all of which 
is offered at a monthly rental of 25 
cents. The first equipment cost ap- 
proximately $7.00 to install: the new 
equipment costs $20. 

There is a practical lesson here for the 
man who is obsessed with the cheap 
idea. Underpricing is almost as great 
a mistake as overpricing. The reason- 
able mean is the ideal. 


LEAVING IT TO THE CON- 
TRACTORS 

In a certain city where the lighting 
company has taken an active part in 
securing old house wiring business, there 
were connected to service 1441 new cus- 
tomers in 1915. In another city of al- 
most the same size and with apparently 
greater possibilities for development, the 
number of customers connected was just 
under 500. In the latter city the man- 
agement states, ‘‘We do not mix up in 
the house wiring proposition at all. We 
leave all that to the contractors.”’ 

Undoubtedly the contractors are able 
to get ‘‘all the business there is’’ with- 
out help, but when it comes to creating 
business they are sadly lacking. And 
can anyone say that the contractors in 
a city that connects less than 500 cus- 
tomers per year are as well off as those 
in a city of equal size that connects al- 
most 1500 a year? 
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GRAFTERS PURSUING GRAFT? 

A situation of intense humor is un- 
covered in this state as result of the 
recent inquiry into the conduct of the 
public utility commissioners. 

A righteous committee was appointed 
to investigate, and so well did it do its 
work that the publie officers appointed 
to protect the people from rapacious 
corporations were found to be suspici- 
ously close to sources of profit not coun- 
tenanced by the ethics made and pro- 
vided for their guidance. No sooner 
was this service concluded, than it is 
discovered that the investigating com- 
mittee itself ran up sundry inexplicable 
expenses that savor highly of the illegiti- 
mate, including theatre tickets, rooms 
that were not occupied by investigators, 
food that was not consumed by them, 
ete. Incensed that the morals of tie 
committee should be questioned as a re- 
sult of these expense accounts (common- 
ly termed ‘‘swindle sheets’’ by the cog- 
noscenti) it has been proposed to inves- 
tigate certain expenses incurred by the 
Governor himself. 

In the meantime the public utility cor- 
porations continue to grind out juice 
and carry passengers and make gas quite 


as ably as before. 


PRECEPT AND PRACTICE 
Great effort has been made by leaders 
in the central station industry to pro- 
vide schooling for their men, a result of 
which effort is seen in the courses now 
offered by the National E 
Association. 





ectrie Light 
It should be made plain to the men 
who take these courses, however, that 
their only value lies in the application 
of the knowledge acquired. It is of 
mighty small advantage to stand Al iu 
a course of studies and Z99 in the prae- 
tical business of life. 

Some years ago, there was advertised 
and sold widely a course of lessons on 
salesmanship. Large concerns helped 
their men to purchase this course of in- 
struction. But it is a peculiar fact that 
many of the men who shone most bril- 
liantly as students, were complete and 
dismal flivvers as salesmen. 

We would not discourage any man 
from study: knowledge is an essential 
of suecess and of happiness. But knowl- 
edge, per se, is not what men are in the 
world to acquire. Knowledge is nix 
unless it is utilized. 
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OurR FLAG— 


A New Electric Effect 


A POPULAR SUBJECT 
TREATED IN A TAKING 
WAY 









Never Was There 


the demand for American products than there is at the present | 
time. As a result there is permeating the country nght now | 
a spirit of pride in things American. 

@ This spirit is being evidenced more and more each day. Different 
means are being taken to express it. What more appropnate than 
the sign above illustrated. It places Old Glory ablaze in her won- 
derful color effects at night. Churches, Clubs, Mills, Factories and 
Office Buildings all over the country are installing them. Present 
indications are that there will be hundreds put in every city in the 


country. BE PREPARED. Get in your order now. 





FEDERAL SIGN SYSTEM (ELECTRIC) 


SAN FRANCISCO 
618 Mission St. 


NEW YORK 


1790 Broadway 


CHICAGO 


Lake and Desplaines Sts. 
BRANCHES IN ALL LARGE CITIES} 
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ELECTRICAL ADVERTISING 


Window Lighting 


Keep the Flag Waving 


Electrified Stars and Stripes Receiving Much Publicity as Patriotic Movement Gathers Impetus 


HE movement for erecting in fac- 
tories and elsewhere electrical sym- 
bols of the American flag is daily 
gaining momentum. The newspapers of 
the country are already filled with items 
on the subject. A number of daily 
papers have written to Electrical Mer- 
chandise for more detailed information 
since the publication last month of our 
exclusive article on this subject. 

The proof of any proposition is the 
judgment of the man who buys. Since 
the publication last month of the article 
describing the electrified flag, letters 
have been solicited from merchants, fac- 
tory owners and proprietors of amuse- 
ment enterprises where these patriotic 
symbols have been installed, and their 
replies are the last argument in favor 
of the movement. The following extracts 
are characteristic : 

Gentlemen : 

It may be of interest to you to know 
how we are using the electrical flag 
which we purchased for installation in 
our factory. 

As we have a number of employes 
whom we are endeavoring to American- 
ize in every respect, we have placed the 
flag immediately over the main entrance 
to the factory, so that they will neces- 
sarily see it every time they come to 
work; also when they leave. 

We believe that if this was carried 
out in every part of the country, that it 
would do a great deal towards placing 
real patriotism in the hearts of those 
who, perhaps, at the present time are 
not fully cognizant of what the Ameri. 
ean Flag means. 

Yours very truly, 
Champion Spark Plug Company, 
By H. L. Corey 
* * * * 
Gentlemen : 

The electrical representation of the 
American Flag seems to appeal more to 
patrons each succeeding day. Their 
comments are entirely favorable. Per- 
haps it is giving voice to their apprecia- 
tion of the country in which they live 
of which the Stars and Stripes are em- 
blematie, particularly at this time when 
the nations of Europe are at war. This 
Electric Flag has fulfilled its purpose 
and more. 

Personally, I may be prejudiced in 
its favor, for the most beautiful picture 





| have ever seen was Old Glory, which 
flashed into view over the bow of a liner 
on which I was a passenger, as she 
neared Sandy’ Hook. I had been absent 
from America for several years travel- 
ling in other parts of the world. The 
beauty and the significance of our Flag 
has appealed to me strongly ever since. 

In this Electrical Flag movement you 
are deserving of the fullest success, and 
I most sincerel¥ wish you such. 

Yours very truly, 


THEO. WIEGELF. 





The 
Erected. 
Have Been Printed 

on Toledo’s Court House 


Most Famous Electric Flag so Far 


Hundreds of Newspaper Items 
{bout This Flag 


Gentlemen : 

We recently installed one of the Elee 
trical Flags in our office, and we con- 
sider it a mighty fine and clever thing 
for any office or establishment. 

Just at this time, when all of Europe 
is at war, we think that too much patri- 
otism cannot be instilled in the minds of 
our American citizens. 

Yours truly, 
The Beryl L. Boyer Undertaking Co., 
By Beryu L. Boyer. 
General Manager. 


* *# * * 
Gentlemen : 

After some consideration we decided 
to place in our plant one of the electric 
American Flags in a position where it 
was well observed by all of our employes, 
and so far have been very gratified with 
the interest which it has created among 
the men, many of whom are of different 
nationality, and we feel that they are 


gradually beginning to realize the im- 
portance of being an American citizen 
Yours truly, 

The American Wooden Ware Mfe. Co., 
JAMES H. TAaytor, JR. 

Secretary. 


Gentlemen : 

The American Flag worked out elec- 
trically and placed on the front of our 
place of business is certainly a work of 
art. 

We believe that in the troublesome 
times the world is experiencing, any- 
thing that will inculcate patriotism for 
our country, however displayed, will re- 
sult in good, and the American Flag 
should unite all. 

Respectfully yours, 
The Fowler Electrical Supply Co., 
Per Harry R. Fow ier, 
President. 


Gentlemen : 
We are very glad to have the Nationa! 
Illuminated Flag on our premises. 
Since its installation we are convineed 
that it should be a part of the business 
of every establishment that is in a posi- 
tion to locate one on its premises, not 
only for its beauty, but also for the 
sentiment expressed in it. 
Yours very truly, 
The W. G. Nagel Electrie Co., 
By W. G. NAGEL, 
President & General Manager 


Gentlemen : 

We wish to express our satisfaction 
with the Electric Flag installed in our 
lobby. It has attracted much attention 
and caused much favorable comment as 
it inspires a feeling of patriotism in the 
heart of every loyal American. 

Yours very truly, 
Hotel Secor, 
sy J. W. TAYLOR, 
Assistant Manager. 
* * * * 
Gentlemen : 

We are very glad indeed that we 
placed one of the Electrie Flags at the 
end of our shop. It shows up beautiful- 
ly the entire distance of 400 feet, and 
suggests, in. these turbulent times in 
other lands, how very much this flag 
means to good Americans, where all 
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Keep Old Glory Flying 
Night and Day 


Electric Flags are waving in dozens of 
Cities. Let them wave in your town. 

The Patriotic Movement of keeping 
the Stars and Stripes aloft in electric 
symbol by night is spreading throughout 
the country. 

The Century American Flag Emblem 
is made in four standard sizes: 4, 6, 8 and 
10 feet in height, either single or double 
face; wired for or without flasher. The 
standard size (shown above) measures 
4x5 feet and requires 94 lamps per side. 
These signs are constructed of the highest 
grade materials on the market, and fin- 
ished with the best enameled paints 
thereby insuring a lasting and non-fading 
finish. Each sign is equipped with a 
standard hanging rig and bears the Un- 
derwriters’ label. 

Our special machinery enables us to 
turn these Flags out at the lowest possible 
figure. 
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MANUFACTURING COMPANY 


Write for Details and Prices to 


One of The 
Finest Electric 


Sign Plants 
In The World 


The new factory of the 
Century Manufacturing 
Company, which will be 
occupied about February 
15th, is located at Eliza- 
bethtown, Pa., on the main 
line of the Pennsylvania 
Railroad, a few miles east 
from Harrisburg, capitol 
of the Keystone State. 
From its roof will flash a 
large spectacular Electric 
Display. 


Under this sign will be 
a factory equipped with 
all modern and up-to-date 
machinery, which will be 
in charge of expert electric 
sign engineers, designers, 
and other skilled mechan- 
ics and sign craftsmen. 


The motto of this great 
plant is “HIGH QUAL- 
ITY — LOW PRICES — 
GENEROUS SERVICE 
—PROMPT DELIVER- 
IES, and EVERY CUS- 
TOMER A CENTURY 
BOOSTER.” We prom- 
ise to live up to this motto 
invariably. 


We solicit your busi- 
ness, and ask that you 
give us a trial order to 
prove that we can fulfill 
our promises. 


The Century Manufacturing Company 


Designers and Manufacturers of Electric Signs of Every Description 


Elizabethtown, Pennsylvania 
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have an equal chance no matter where 
their ancestors came from. 
Yours very truly, 
The Mather Spring Company, 
By Gorpon M. MATHER. 
* * * a 
In only one of the letters received 
was it even suggested that the electric 
flags have an advertising advantage. In 
every other case the buyer is swayed 
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The largest flag sign in the world will 
be erected upon the new plant of the 
Frantz Premier Company in Cleveland. 
Sketches and estimates have already 
been made on this flag, and an artist 
was commissioned to paint a night-time 
picture showing how it will appear when 
actually installed. E. L. Frantz, presi- 
dent of the company, is against using 
any lettering or advertising matter in 
connection with this sign. ‘‘I will be 





How the Frantz Premier Factory 
Flag in the World is Erected Upon Its Roof 


wholly by patriotic impulse, and the low 
cost of the emblems makes every prac- 
tical aspect of the proposition seem un- 
worthy of consideration. George Wil- 
liams, to whom is due eredit for sug- 
gesting the campaign, recently said in 
the Doherty News: 

‘“‘The business man will cheat him- 
self if he uses the sign with the sole 
intention of advertising. The electrical 
representation of the American flag is 
fostered by those who wish to make 
themselves and their fellow countrymen 
more loyal to what the flag is intended 
to stand for—an emblem of freedom!”’ 


Will Look When the Largest Electric 


accused of trying to ‘cash in’ on my 
patriotism,’’ he said recently, ‘‘but that 
is not my intention. I want the big flag 
up there as an evidence of our feeling 
toward the Stars and Stripes, and for 
the benefit of our people and of those 
who pass within sight of our plant. I 
consider it a privilege to erect this flag 
sign.’ 

So far, we have records of 18 cities 
taking up the electrified flag movement. 
Naturally, there has not been time for 
much progress, but the indications are 
that thousands of the fiags will be erect- 
ed within the next six months. 


What Kind of a Sign?—And Why? 


A Little Common Sense Analysis of the 
Fundamentals of Sign Design 


SIGN should be as distinctive as 
a signature, but like a signature. 


it should be clean-cut, legible and 
expressive of the character and person- 
ality of the man it represents. 

Let’s stop for a moment and ask? 
‘““Why is an electric sign?” 

Electric signs—or rather, electric ad- 
vertisements—divide into three classes: 
first, the doorway sign, erected simply to 
inform the after-dark passerby that here 
is a shop run by John Smith; second 
the direct advertisement, in which the 
reader is urged, actually or suggestively, 
to buy certain goods at a certain store, 
and third, the spectacular display de- 
signed to make a landmark of the mer- 
chant’s location. 


A merchant whose name is so well 
established in the public mind that one 
instinctively associates it with his bus: 
ness, is perhaps justified in erecting a 
sign bearing only his name. If you saw 
a sign reading ‘‘ John Wanamaker’’ you 
would not stop to ask whether John is 
an undertaker, for you already know 
that he is the dean of department store 
merchants. If you saw a sign in New 
York reading ‘‘ Waldorf Astoria’’ you 
would know that it marked the best 
known hotel in America. Similarly, 
‘*Keith’s’’ means a high class vaude- 
ville theatre; ‘‘Huyler’’ 
shop; and ‘‘Rector’s’’ marks a famous 
restaurant. But it has taken years of 
time, exceptional public service, much 


means a candy 
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good money and a great deal of good 
luck to bring these names to the point 
where alone they convey a complete 
message to the man hurrying by on the 
street. The average merchant cannot 
claim such distinction: he may deserve 
it, and locally he may have it, but 

Therefore we may say that in figuring 
upon an electric sign, the practical man 
should consider effects carefully and 
realize that any display which does not 
convey a complete and understandable 
message has a low efficiency value. A 
sign reading ‘‘.J. F. Morse & Co.’’ means 
nothing to you or to me: a sign reading 
‘*Morse, the Coal Man,’’ suggests that 
this chap Morse is the leading purveyor 
of black diamonds for the community. 

Now take this thought a step further. 
Suppose we build a sign reading, ‘‘ Buy 
Morse’s Slow Burning Coal’’: here we 
have not only a sign, but an advertise 
ment. Anyone who has stoked the 
household furnace with coal that burns 
like kindling, appreciates the advantages 
of good hard anthracite. And that little 
word, ‘‘buy,’’ has a way of jogging us 
into action. 

Let us go antoher step. The electric 
sign has the advantage over every other 
form of advertisement in that it ean 
simulate motion. If you question the 
value of motion, consider the popularity 
of the ‘‘movies,’” remembering that the 
people who flock to the picture plays are 
the same people who buy your goods. If 
we take this same sign, ‘‘Buy Morse’s 
Slow Burning Coal’’ and arrange it with 
a simple design showing a fire that ap 
pears to burn slowly and evenly, we not 
only provide an eye-catching, attention- 
compelling feature to our electric ad- 
vertisement, but we carry out the main 
thought in picture, thus giving it double 
force and effectiveness. 

Finally, let us presume that the coal 
business in Morse’s town is keenly com- 
petitive, and that he desires not alone to 
electrically advertise his name and 
goods to the best advantage, but wishes 
to mark his place of business so vividly 
upon the publie mind that it will be next 
to impossible for anyone to order coal 
without remembering not only that 
Morse’s coal is slow-burning, but also 
remembering the eonvenient—or ineon- 
venient—location of his office. Here is 
where the spectacular display comes in 
At comparatively small cost, both for in 
stallation and operation, he ean make 
his location a beacon in the night—ar 
addition to the loeal ‘‘ points of interest”’ 
which will not only be known to every 
resident but will be the first after-dark 
spectacle shown to the visiting strancer. 

These several steps, from the simple 
doorway type sign to the elaborate and 
spectacular display, are developments of 
a single idea—electrie advertising. And 
electric advertising, like other advertis- 
ing, is a matter not of prejudice or argu- 
ment, but of cold caleulation. The es 
sential requirement in all advertising is 
to present the goods for sale and build 
up the name of the seller. 
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Newspapers Endorse Electric Flags 


The announcement in Electrical Mer- 
chandise last month of a campaign to 
place electric symbols of American flags 
upon public buildings and industrial 
plants as a patriotic stimulus to work- 
ingmen, has resulted in a great amount 
of newspaper comment during the past 
several weeks. Items and articles recom- 
mending the proposal have been printed 
in the following influential papers: 

New York Sun 

Omaha Nebraskan 

Minneapolis Evening Tribune 

Cincinnati Star 

Roanoke Times 

Peoria Transcript 

Fort Wayne News 

Hutchinson News 

Massillon Jndepe ndent 

Fort Smith Record 

Chicago Blade 

Utica Press 

Reading Eagle 

Newark Advocate 

Schenectady Star 

Youngstown Telegram 

Waco News 

Erie Despatch 

Kalamazoo Press 

Danbury News 

Rochester Union 

Denver News 

Dunkirk Observer 

Hot Springs New Era 

Philadelphia Star 

Cleveland Leader 

Washington Star 

Akron Journal 

Elmira Star-Gazette 

Elmira Herald 

Muncie Press 

Nyack Journal 

Atlantie City Review 

Indianapolis Times 

Cedar Rapids Re publican 


Advertiser 


N. E. L. A. Gathering Sign Data 


At a meeting on February Ist, of the 
committee which has charge of electric 
advertising for the Commercial Section, 
N. E. L. A., it was decided to gather 
comprehensive data and opinion on vari- 
ous classes of electric advertising, with 
the idea of establishing more generally 
a standard practice in this department 
of central station work. With this aim, 
the committee has issued the following 
questions : 

Roof Signs 

How do you secure this business ? 
Direct or through agencies—local news 
paper agencies or local or national 
outdoor agencies? How do you handle 
roof rentals? What effort is made to 
secure Factory Signs? What regula- 
tions covering roof signs? What watt- 
age lamps recommended? Do you use 
such advertising for your own Company 
purposes? Approximately how much 
do you secure in K. W’s. per year and 
at what rate? 


Wall Signs 

Do you actively solicit this kind of 
business? What is your method of illu- 
mination? What reflectors used, if any? 
Do you use any of this advertising for 
your own purposes? Approximately 
how much do you secure in K. W’s. 
per year and at what rate. 
Bill Boards 


How do you secure this business—di- 
rect or through agencies—Local News- 


paper agencies or local or national out- 
door agencies? How do you handle bill 
board rentals? What effort is made to 
secure factory signs? What regulations 
covering bill boards? What wattage 
lamp recommended? Do you use such 
advertising for 
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Approximately how much do you secure 
in K. W’s. per year and at what rate? 
Bulletin Boards 

Do you solicit Theatres, local adver- 
tisers and Moving Picture houses for 
this form of lighting? If not, why not? 
Do you use any of this advertising for 
your own purposes? How much do you 
secure in K. W’s. per year and at what 
rate? 
Outlines 

Do you actively solicit this kind of 
business? What wattage lamp do you 
recommend and in what proportion? 
Do: you recommend steady burning or 
animated outline lighting? Do you use 
any of this advertising for Company 
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Any Day or Every Day is 


Flag Day 


with the merchant who uses a 
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Interchangeable Panel Sign 


A set of several panels, each with its distinctive 
commercial legend and a flag panel for patriotic 
occasion, constitutes a most complete sign 
equipment at the lowest possible cost. 


KNOCKED-DOWN 
ELECTRIC SIGNS 


Simply Pull Two Cotter Pins 
and the Sign Will Come Apart. 
Assembled in a Twinkling. 

Each section slips easily in place Completely wired 


in accordance with rules of the Underwriters 


Made in four stock sizes—3', 4', 5'. and 6! in length 
Average shipping weight, 125 Ibs, 


The best low priced sign on the market. 








Patent Applied For 


Write for detailed particulars and attractive 
trade discounts 


c# Lush Sign Works ix. 


MERRICK ROAD 


FREEPORT, N. Y. 
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Reviving Unused Services 


By G. J. 


N important function of the sales 
A department of any central station 
is to keep the company’s invest- 
ment in services and meters working as 
continuously as possible. Recently an 
investigation of some western gas and 
electric properties showed that out of 
50,000 services installed, 10,000 were 
selling no gas or electricity—meaning 
that 20 per cent of the service invest- 
ment was lying idle. Of course, this is 
an abnormally large percentage and 
pelhaps few central stations are as 
unfortunate. All central stations, how- 
ever, have varying percentages of un- 
used services and it is essential that the 
sales department be alive to the impor- 
tance of reducing these to a minimum. 
Dead services are costly. Although 
new business may far exceed the 
on unused services and meters, much of 
the gain from the former may be offset 
by the interest and depreciation charges 
on the latter. In a recent publication 
it was shown that the percentage of in- 
come earned on 10 meters set on old 
services was 18.4 per cent as compared 
to only 4.9 per cent on 10 meters set 
on new services. No doubt the invest- 
ment in the old services had been al- 
ready returned in this case. But this 
one point is enough to emphasize the 
importance of this subject. An_ idle 
service is an idle employee and costs real 
money when not on the job. 

There are several causes for unused 
services. In every city, particularly in 
eastern cities, there is a moving popu- 
lace. Restless dwellers, progressive busi- 
ness men, failures, migrating centers of 
trade, are all causes. Then, also, dis- 
connections for non-payment or non- 
usage on account of high bills are fur- 
ther causes. 


loss 


Let us see how as few services as pos- 
sible may be kept unemployed. The 
sales department of the Brooklyn Edi- 
son Company has realized for a number 
of years the importance of keeping all 
services at work as continuously as pos- 
sible. 

The salesmen have been impressed 
with the importance of watching all ac- 
tivities in their districts. They watch 
the moving van as closely as possible. 
A van in front of a door means that 
either some one is going or coming. If 
voing—‘Where?’’ is the salesman’s 
question. If coming, there will be no 
unused service in this home or store if 
he can help it. He follows up to the 
new address if it is in his district and 
either arranges for a new service or 
brings the dead one to life. If it is not 
in his district he brings it to the atten- 
tion of another salesman. Frequent 
visits to the local real estate dealers are 
a great help to the salesman in keeping 
track of the shifting populace. 
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During the slack seasons of the year, 
when regular activities are at a lull, it 
has been very profitable to make an 
apartment house drive—going right 
through every department house. The 
apartment house records kept in each 
branch office, which are made up from 
the daily connection reports of the meter 
department, form a working basis for 
these canvasses. 

It has even been found worth while 
to have the treasurer’s department 
notify the sales department each day of 
the customers who are to be discon- 
nected for non-payment the following 
day, with a view to having the salesmen 
hold the business if possible. 
good customers are held that would be 
lost forever just because of the non 
payment of a small bill about which a 
misunderstanding has arisen. <A _ sales 
man is often enabled to smooth matters 
over, obtain payment and retain the eus- 
tomer. However, the matter of keeping 
services in constant use has not 
left to the salesmen alone. It is impos 
sible for a busy salesman to always de 
vote the necessary time required to re 
vive dead services and meters. 

For several years therefore a special 
agent has been employed, whose sole 
duty is to follow up unused services and 
meters and try to put them back to 
work. Each day a list is received by 
the sales department from the treas 
urer’s department giving the name, ad- 
dress, business and meter number of all 
customers disconnected on the previous 
day. An ‘‘Unused Meter Slip’’ (see 
form A) is made out by the special 
agent in each case and the date of his 
visit to the premises and a notation as 
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UNUSED METERS 
Edison Electric Illuminating Company of Brooklyn 


Date Issued Issued by 
Address 
___Name 
Reason 
Disconnected Meter No. 


Treasurer reports above meter not in use since 
Investigate and report below 


___Date Report of calls Z __Fu. Dat 


Ordered Removed 


s10—F i188 
Form A, as Used by Special Agent Whose 


Only Duty is to Report on Unused 
Veters 
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to result of the call is noted thereon. 
If there is absolutely no prospect of re- 
taining the meter in use, the meter is 
ordered removed and the slip is filed 
and closed out. If there is a prospect, 
a follow up date is noted on the slip and 
it is placed in the follow up file for 
that date. In this way, the meter is 
either removed from the premises for 
use at another location to better advan- 
tage or followed up closely until recon- 
nected. The time limit for leaving un- 
used meters on any premises is left to 
the discretion of the special agent and 
is based on his knowledge of the renting 
and selling possibilities of the neighbor- 
hood or building. When the re-usage 
of service appears very remote, the 
agent orders overhead services removed 
and underground services capped. 

The result of this special agent’s 
work for the year 1915 may be interest- 
ing to note: 

About 450 contracts were signed with 
new customers where the services and 
meters had been unused. 

About 500 meters of previous cus- 
tomers, that had been out of use for 
some time for various reasons, were re- 
connected. 

4,200 meters were ordered removed 
for different causes—vacancies, objec- 
tions to minimum guarantee, destruc- 
tion of buildings, alterations to build- 
ings, fires, or wherever there was re- 
moteness of the possibility of re-usage. 
Most of these meters became available 
at once and consequently put to good 
use at other locations. 

Five houses were wired where ser- 
vices were lying idle and the old wiring 
had been torn out. 

Many leads for appliances were 
turned over to the appliance bureau. 

Many lamps were renewed where old 
ones had burnt out—the customers had 
neglected to get new ones, with the re- 
sult that a portion of the equipment was 
not used, although it would have been 
had the lamps been in working order. 

These are merely the results of the 
special agent’s activities. When sim- 
ilar work of the salesmen is taken into 
consideration it will be seen that it is 
indeed worth while. 

An interesting incident may here be 
related. The special agent, while in- 
specting some unused meters and old 
ares on one of the piers used by the 
Russian Government, learned that they 
intended putting in a gas are equipment 
as the old electric equipment looked 
and was pretty shabby. He immediately 
got in touch with the Government Agent 
in New York and made an appointment 
to see him. It was found that light was 
wanted quickly—plenty of it. With a 
little persuasion and a suggestion re- 
garding the large amount of inflam- 
mable material on the pier, the Govern- 
ment Agent agreed to wire for electric 
light providing service could be given 
them within two days. A reliable con- 
tractor was called up immediately, the 
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work started next day and the Russian 
Government got the service when they 
wanted it. In this case the company 
got an equipment of eighteen 300-watt 
lamps and ten 100-watt lamps that will 
burn nearly twenty-four hours a day— 
with prospects of another pier being 
leased later. If the special agent had 
not been on the job a large gas installa- 
tion might have been installed. 

The plan of having tags with detach- 
able post ecards attached to unused 
meters or lighting fixtures, so that they 
may be readily seen by new tenants anc 
mailed in, works out very satisfactorily 
in placing meters in service promptly 
In fact, the distribution of self-addressed 
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“THE COLUMN THAT COUNTS 


ONSULT “‘the-column that counts” when you 
look over the Directory of Apartments in this 
section of the Eagle. 


It answers—“Yes” or “No”—to a most important | 
question. 
Move to a “Yes” apartment and you move to a : 
castle of comfort. From the same lamp socket that 
furnishes you with cool, brilliant electric light, you 
obtain power to operate the convenient time-and labor- 
saving electric iron, washer, vacuum cleaner and 
| 
| 


| cooking devices. 


It makes a difference in your happiness whether or not 
your home is wired for electric light. 


THINK THIS OVER! 
j heme. aan 4 
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Typical Advertisement Designed to Induce 
Renters to Occupy Only Wired Premises 





post cards has always been a means of 
giving people a convenient method of 
communicating with the company. 
Brooklyn newspapers have been ac- 
customed to publish from time to time 
lists of apartments to let. These lists 
indicate the apartments that are wired 
for electric lights, something that bene- 
fits the company not only in having its 
unused meters revived, but by compell- 
ing owners of unwired apartment houses 
to wire in order to rent their properties. 
Simultaneously with the publication of 
these lists the company has placed an 
advertisement in the papers directing 
the attention of the public to the advis- 


ability of moving to already wired 
premises. Good results have been se- 
eured by distributing to real estate 


dealers ‘*To Let’’ signs reading ‘‘ Wired 
for Electric Light’’ for use on their 
vacant properties. 

It has been suggested that lists of 
vacant residences, in which service is 
already installed, be prepared and dis- 
tributed among real estate dealers. Such 
a plan has been placed in partial opera- 
tion. These lists would be equally ad- 
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vantageous as a prospective customer’s 
reference in the offices of the company 
and for use of the salesmen. They could 
be kept up to date by reports of the 
salesmen as to vacancies in their respec- 
tive districts. Publication by the com- 
pany of such lists in the daily papers, 
from time to time, might be very pro- 
ductive. Perhaps moving van com- 
panies could be induced to increase their 
range of service to their patrons by ad- 
vertising their willingness to furnish 
lists of suitable vacant properties 
equipped with electric service and thus 
incidentally increase their own  busi- 
ness. 

The credit policy of a central station 
has a very strong bearing on the results 
obtained from any methods used to se- 
eure the re-use of services. Where no 
expense is involved for the connection 
of a customer there enters into the mat- 
ter of extending credit a field for in- 
dividual discretion on the part of the 
eredit man. It is obvious that the mat- 
ter of expense is an important factor in 
determining the amount of credit to be 
allowed. Where a service is in a build- 
ing and unused, there is an investment 
lying idle. To unreservedly withhold 
eredit from a prospective user of that 
service where the company has had no 
previous dealings with him nor has any 
facts to show he is unworthy of credit 
is a retrogressive way of doing business. 
And where in addition to the service, 
meters are also installed and unused, 
there is still further reason for not with- 
holding credit. In a metropolitan city, 
such as Brooklyn is, the matter of credit 
becomes a difficult problem to solve. Bus- 
iness may be lost if the credit policy is 
made too stringent where no expense is 
involved in the supply of current. The 
individuality, customs and habits of the 
various classes must be studied. When 
not to ask a deposit is a very important 
study. 

Central stations in general devote 
much time and thought to the obtaining 
of new business. This is essential and 
profitable. But let us not lose sight of 
other factors that are equally impor- 
tant. These factors are: 

The continuity of usage of all serv- 
ices and meters. 


Increase in the consumption of cur- 
rent on each service and meter. 

If the first of these can be realiz d, 
the second becomes easier, and new 
business more productive. 


Another Prosperity Week Planned 


Fifty thousand dollars has been ap- 
propriated by the board of directors of 
the Society for Electrical Development 
to defray the expenses of another elec- 
trical prosperity week in 1916. 

The officers, executive committee, 
manager and _ secretary-treasurer now 
serving were all reappointed for the 
coming year. 
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Service in Merchandising 


By W. 8S. MENDENHALL 

T= first thing necessary to give good 

service in merchandising is to carry 
a sufficient and well selected stock of 
reliable appliances so that it will be 
possible to offer the prospective cus- 
tomer the right article to perform the 
particular work which she wishes to do. 
The mutual benefit from this service 
comes quickly, for the merchant who has 
the goods when the customer is in the 
mood to buy is the one who makes the 
sale. 

Service to prospective customers in- 
cludes being waited upon by a clerk who 
knows his line and who can recommend 
the proper article and answer questions 
intelligently. 

A customer may come in and ask to 
be shown an electric heater. The ama- 
teur clerk rushes over and brings out a 
luminous radiator, which embarrasses 
the lady, because she is looking for some- 
thing to warm baby’s milk. 

A trained clerk will first find out just 
what kind of work she wishes to per. 
form, and while doing this he will be 
deciding just which appliance would be 
best to recommend, and how best to gain 
her confidence and make the sale. 

When selling an appliance that is 
likely to be used after dark, find out 
whether your customer has more than 
one outlet in the room, so that she can 
use the appliance and have light at the 
same time. If she hasn’t, recommend a 
two-light socket, and she will usually 
buy it. The extra cost should never in- 
terfere with the primary sale, as the 
socket should not be mentioned until 
after the sale is made. 

Find out at just what hour the ecus- 
tomer wishes the appliance delivered, 
and make delivery as near that time as 
possible. 

When a lady ’phones an order for an 
appliance, call a messenger and send it 
out at once. It must be sent sometime. 
and if it comes right out in a hurry, it 
will show her that she is receiving some 
attention and that her order is appre- 
ciated. She will almost feel that you have 
dropped all your work just to serve her. 
Women from time immemorial have 
liked to receive lots of attention. 

Service does not end here. She may 
have trouble learning just how to use 
the appliance. Many people do not read 
the directions carefully and so it is not 
good practise to trust them. Ask her if 
she is familiar with electric percolators 
or electric irons. If she says ‘‘No,’’ tell 


her just how to use it. Some people 
don’t know where to put the coffee in a 
percolator. 

Another service which means much is 
‘‘making good’’ on guarantees. People 
are not so skeptical about appliances 
burning out quickly as they used to be; 
the liberal guarantees on electric irons 
and the wide advertising of this faer 
has done much to give them confidence 
in other appliances. A dealer in ap 
plianees should handle only those made 
by reliable manufacturers who will 
guarantee their product and then stand 
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Sales Campaigns 


Advertising 


back of their guarantee. Replacing Mrs. 
’ grill, which burned out prema- 
turely, may make an impression on Mrs. 
Brown, a neighbor, and give her econ- 
fidence to buy. 

Our company has placards posted 
conspicuously throughout all depart 
ments, which bear four simple words, 
‘*Service, that’s what counts.’’ They 
have been there for three years. Every 
day some employee is impressed more 
fully with this big fact that ‘‘service 
counts.’’ Service is all a central station 
has to offer. 


Denver’s Gripsack Campaign 


Ail Previous Appliance Sales Records Broken in New Peddling 
Sales Plan 


ROBABLY as many unique selling 
| cee have been undertaken in 
Denver as in any other city in the 
land, but the latest and most successfui 
was one just completed which might 
well be termed a ‘‘gripsack campaign.’’ 
In this campaign, the men were equipped 
in the style of the old-fashioned New 
England country peddler. They were 
started out on a systematic house-to- 
house canvass, each with a traveling 
bag containing a new stock of at least 
six electrical appliances including flat 
iron, toaster stove, turn-over toaster, 
curling iron, heating pad and percolator. 
These were all Westinghouse appliances. 
39,000 cards containing the names of 
the company’s electrical consumers were 
distributed from day to day to the 
salesmen, with instructions for them to 
call upon these consumers in a syste- 
matic way, seek entrance to the residence 
and demonstrate one or more of the ap- 
plianees. Due to the standing of the 
representatives of the Denver Gas & 
Electrie Light Company in the com- 
munity, this was an easy thing to accom- 
plish. The salesmen were very success- 
ful in demonstrating and selling out- 
right the appliances thus displayed. The 
consumer was given the option of pay- 
ing cash or taking advantage of the 
partial payment plan. 
During a six weeks’ period there were 
2824 appliances sold, the selling value 
of which was $13,956.50. The campaigu 
ras continued for a few days longer, so 
that the final total of appliances was 
something over 3,000 and the selling 
value slightly in excess of $15,000. 
It was found that flat irons were not 


the most popular article, due to the fact 
that this company has sold to its 39,000 
electric consumers better than 35,000 
irons. The popular sellers, however, 
were the toaster stove, percolator and 
turn-over toaster. 

An important point about the cam- 
paign was that no appliances were left 
on trial. Either the men made sales, or 
they didn’t: there was none of the 
‘‘pushing’’ of appliances for the sake 
of making a record during the cam- 
paign, with consequent high returns, 
dissatisfaction and loss when the econ- 
sumers should decide not to keep the 
appliances over-generously thrust upon 
them. The returns for all causes in the 
Denver campaign were less than 5 per 
cent. 

Another important result was the 
number of office sales concluded during 
the campaign. The salesmen were re- 
stricted practically to the Westinghouse 
goods they earried in their packs, but 
due to their solicitation, many inquiries 
developed for other appliances and these 
were sold from the display room floor. 
The number of sales in the office com 
bined with those made by the ‘‘ped- 
dlers’’ broke the company’s best previ 
ous record by over 77 per cent. 

From an expense point of view, the 
results are said by the company to be 
extremely satisfactory, no unusual sums 
being spent for advertising or other in- 
cidental expense. 


‘The success of the campaign,” say 
C. W. Staman, secretary and commereiai 
manager of the Denver Company, ‘‘we 


feel was due to the demonstrations and 
personal solicitation of the represent 
tives.’’ 
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Ciever Change-of-Rate Advertising 
N announcing a reduction of rates 
to take effect on March Ist of this year, 
the Minneapolis General Electrie Com- 
pany took the opportunity to get the 
greatest amount of public appreciation. 
A series of four newspaper advertis- 
ments, each four columns wide and full 
column long, were used in the campaign. 
The first advertisement was a general 
announcement recalling the fact that 
three years ago the company made a 
substantial reduction in rates and stat- 
ing, ‘* We are now prepared to announce 
a further conservative reduction.’’ This 
voluntary reduction consists, 
actually, in the addition of a new and 
very low rate added to the lighting 
schedule, which apples principally to 
electric cooking and household power. 
The company recalls to the public 
mind a previous announcement : 
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Our Share 
In the Advancement 
of Minneapolis 


ELECTRIC SERVICE HELPS A CITY ADVANCE in adustry, prosper- 


ty, population, domesne comfort and civic greamess when it is good ir 


ty, generally available to citizens and is reasonable in price. 


WE HAVE TRIED TO discharge our responsibility creditably in the 
ch seemed best. 


WHETHER WE HAVE DONE WELL is for you, the ind 2 
of Minneapolis, to decide. At this time we wish merely to cal! your 
Son to certain definite things which have been done. 


ELECTRIC SERVICE IS BEING RENDERED to nearly nwice the nur 


f people who enjoyed its benefits 


DOUBLE the number of mammfacturing an 
are being served than were so served th 





TWO material and important reductions in electric rates have been made 


MANY ADDITIONS, IMPROVEMENTS AND EXTENSIONS have 
bean made wo the vanous producing and distibuting propernes of the 
Company in Minneapohs and surroonding terprary. 


TO DO ALL THIS, LARGE AMOUNTS OF CAPITAL WERE SE 
CURED—most of it when capital was exceedingly difficult ¢ 
nvesed in the service of Minneapolis. 


btain—and 


TOWARDS BRINGING THE. PUBLIC AND THE COMPANY 
CLOSER TOGETHER, and towards the wider distribution of ownership 
and earnings, stock of the Northern States Power Company has been of- 
fered to customers, and a large number have invested im the same. 


PUBLIC MOVEMENTS directed at the general welfare of the community 
have had the Company's cordial endorsement and active support 


“PERSONAL ATTENTION TO EVERY CUSTOMER" has been made a 
iving principle in every department of the organization. 


THF PEOPLE OF MINNEAPOLIS HAVE REWARDED OUR EF 
FORTS WITH A FULL MEASURE OF GOOD WILL, WHICH 
WE DEEPLY APPRECIATE AND SHALL STRIVE TO RETAIN 





The Minneapolis 
General Electric 
Company 


ROBERT F. PACK, General Manager 











Convincing Good Will Advertising as Used 


in Minneapolis in Its Change-of-Rate 
Campaign 

‘*Reductions in the producing, dis- 
tributing and sales cost of electrie serv- 
ice must be based in a large measure 
upon the volume of current marketed, 
and equalization of the demand upon the 
plant during the twenty-four hours of 
the day. We believe that the new rates, 
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backed by energetic management, will 
greatly increase the useful application 
of electricity by manufacturer, mer- 
chant and householder, and work to- 
ward equalized demands upon the in- 


The New and Lower 


Residential Electric 
Rates of 


The Minneapolis General 
Electric Company 


The present residential rates are 9 cents per kilowatt 
hour for the first three kilowatt hours per room per 
month and six cents per kilowatt hour for all current 
in excess of this amount, both rates being subject to 
a discount of 5”. for prompt payment. 


The new residential rates, effective March 1, 1916, will 
be as follows: 


8} cents per kilowatt hour for the first three 
kilowatt hours per room per month. 

6 cents per kilowatt hour for the next three 
kilowatt hours per room per month. 

24 cents for all additional current. 


The monthly minimum bill of $1 and the 
cash discount of 5'> for prompt payment 
will remain as at present. 


The effect of the new rates will be a uniform and hori- 
zontal reduction of one-half cent per kilowatt hour 
in the primary lighting rate, which affects all cus- 
tomers paying more than the minimum bill, and the 
ADDITION of a very low rate principally applicable 
to electric cooking, heating and domestic power. 


This new third step of 2% cents per kilowatt hour will 
meet the moderna and rapidly growing demand for a 
rate sufficiently low to make cooking with electricity 
economically practicable. 


Since electric cooking will promote equalization of 
residential demands on the power plants, will come 
mainly during the daylight hours and will enable a 
larger use of the costly distributing systems, this new 
rate is equitable and should in time contribute to 
further reductions. 


A customer is under no obligations to install an electric 
range to “earn the 2} cent rate.” Application of 
service for charging automobiles, for heating appli- 
ances or motors, or for a liberal amount of lighting 
or any other residentail purpose, will obtain the rate 
for all current in excess of six kilowatt hours per 
room per month. 


During the months of heaviest lighting demands about 
27 ~=of our residence customers WITH THEIR 
PRESENT REQUIREMENTS will participate in 
the 22 cent rate. 


An example of the application of the new rates to a six 
room residence using 50 kilowatt hours in a month 
is given below: 


18 kilowatt hours at 83 cents... .$1.53 


18 kilowatt hours at 6 cents..... 1.08 

14 kilowatt hours at 23 cents.... .35 

$2.96 

Less 5° for prompt payment.... .15 

Net Bill ....... re $2.81 

Average net rate 5.6 cents per kilowatt 
hour. 


The residential rate is based on a careful study of cus- 
tomers’ demands and is devised to distribute the cost 
of service in the most equitable manner possible, and 
at the same time to be simple and easily understood. 


Electricity is rapidly becoming a wonderful factor in 
lightening household labor and promoting comfort 
and economy inthe home. The new residential rates 
anticipate and permit the widest possible use of do- 
mestic electric service, and, we believe, will be cor- 
dially approved by the public. 

Tomorrow we shall have a few words to say regarding 
our share in the advancement of Minneapolis. 


The Minneapolis General Electrte 
Company 


ROBERT F. PACK, General Manager 
{1 Clear Presentment of Rate Reduction 
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The present reduction is made in 
acknowledgement of this anticipated 
wider use of service. In the last three 
years, the number of lighting customers 
served by the company increased from 
18,194 to 34,602—about 90 per cent. 

The second advertisement of the series 
is reproduced herewith, and shows how 
carefully and definitely the company has 
explained the new rate and its applica 
tion. A point to be noted is the lack 
of legal or electrical technicalities. 

The third advertisement: was an an- 
nouncement of reduction in commercial 
lighting rates, with careful and simpli- 
fied explanation. 

The last advertisement of the series, 
which also is reproduced, states the 
company’s position and emphasizes the 
public benefits which have acerued to 
the community through the enlightened 
policies which are in foree. 

The value of this sort of advertising 
can hardly be overestimated. As a rule, 


electric light companies refrain from 
such self-expression until attacked, 


when their statements too often have the 
air of whining bid for sympathy or an 
apologetic defiance. The Minneapolis 
company practically doubled its num- 
ber of retail customers in three years and 
has seen its income per meter dwindle 
almost 40 per cent. It makes a virtue 
of the resultant necessity, puts into ef- 
fect a rate which will win back part or 
all of this per customer loss, and very 
properly takes credit for this enriching 
itself because in doing so it more fully 
serves the public. 


Jobs and Men 


CENTRAL STATION in East desires 
men familiar with power sales. Must be 
competent to handle miscellaneous powe1 
customers and organize his own work. 
Address Y, ¢/o Electrical Merchandise, 
17 Madison Ave., New York. 


SALESMAN of ten years’ experience 
now connected with manufacturer of 
lighting equipment, desires position with 
lighting company. Able to take charge 
of new business department. Has sold 
commercial lighting, industrial lighting 
and power. Address, B. T., ¢/o Elee- 
trical Merchandise, 17 Madison Ave., 


New York. 


WANTED—Man to take charge of 
new business department in small city. 
Fair salary and inereases as ability is 
demonstrated. Address, New Business 
Manager, ¢/o Electrical Merchandise, 17 
Madison Ave., New York. 


EXPERIENCED lighting - solicitor 
wishes to change. Six years with present 
company. Excellent record. Familiar 
with appliances and small motors. 
References. Address, Solicitor, ¢/o 
Electrical Merchandise, 17 Madison 


Ave., New York. 





a 











Te 














Make Customers Get Customers 





Small Reward Will Induce Present Consumers to Help You Sell Wiring 


NE of the best ways to line up 
house wiring prospects is to induce 


present customers to become your 
solicitors. This idea is not new. Every 
business in the world since the days 
when Tubal-cain made brass hatchets 
in the suburbs of the Garden of Eden 
(see Genesis iv, 22), has profited by 
word-of-mouth advertising. In modern 
parlance, this is ealled good-will. It 
can be organized and utilized as surely, 
and much more economically, as any 
other form of advertising solicitation. 


Among the best examples of getting 
one’s customers to do the preliminary 
solicitation for old house wiring was the 
campaign conducted in Minneapolis 
from June through September, 1914. 
This campaign was described in Elec- 
trical Merchandise for December, 1914, 
as follows: 


CAMPAIGN which nearly doubled 

the normal wiring of already built 
houses at Minneapolis shows how the 
good-will idea may be utilized by central 
stations. 


The plan of the campaign was devise 
by General Manager Pack and Sales 
Manager H. E. Young, of the Minneapo- 
lis General Electrie Company. Custo- 
mers of the company were prevailed 
upon to assist in isolating and securing 
housewiring — orders. The  ineentive 
which spurred them to this action was a 
premium or gift. This premium offer 
applied only to houses already built and 
on existing lines of the company. The 
customer was expected to interest 
friends and acquaintances in the house- 
wiring proposition; then to notify the 
sales department, which sent a salesman 
to close the order. If the salesman was 
successful, the premium selected was 
awarded to the customer. 


Minneapolis has many live electrical 
wiring contractors and neither they nor 
the central station have ever neglected 
this phase of the business. Therefore, 
about 75 finished dwellings install eleec- 
trical equipment each month in the ordi 
nary routine. It has been noticeable, 
however, that this class of business fell 
off during the summer and fall. The 
good-will campaign had the effect of 
reversing this tendency, and in October, 
several weeks after the campaign closed, 
housewiring orders were breaking week- 
ly records in volume. 

The campaign started in June and 
terminated on September 30th. During 
this period, 685 already-built houses 
were wired. 

In June, the advertising on this prop- 
osition was confined to printed circulars 
mailed with the bills. During July, 
August and September, the plan and 


offer were in forty-inch advertisements, them, and it turned out that the great 
appearing one time per week in the three bulk of inquiries and premium winners 
daily newspapers. The response to these were women. 
advertisements was pronounced, most of 
the inquires coming over the telephone. 
Out of the 685 housewiring orders, prac- 
tically all of which were closed by the 
company’s salesmen, about 300 electrical 
appliances were awarded as premiums. 
No cut prices on housewiring or fix- 
tures were made. 


The premium offered consisted of the 
choice of an electric flatiron, electrie 
toaster or electrical table stove for one 
housewiring order, and an electrie per- 
colator for two housewiring orders. 

Another phase of the campaign was 
that it advertised and promoted the use 
of electric household appliances, besides 

In preparing the advertisements, it inducing the wider use of electric light 
was appreciated that the appeal would ing and securing the wiring of old 


necessarily be to the housewives, inas- houses. Every premium, it should be 
much as they are the ones interested in remembered, went into the home of a 
electrical household appliances. For customer and began immediately to pro 


these reasons the ads were written to duce revenue for the company. 
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By Helping Us 
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Co-Operation 





Get New Customers 





It’s Easy For You to 





Tell People Why They Should Wire Their Homes 








You as one of our customers know what the many advantages are—you understand the value of electricity in modern 
home comfort and safety—you know how electrical equipment adds to the sales value of any dwelling and to its renting 
desirability. 


For every friend you persuade to wire his house, we will present you absolutely free your choice of the following: 
“—— FLAT IRON—Retail value — TOASTER — Retail value ELECTRIO TABLE STOVE—Retail 


. value 
FOR TWO HOUSEWIRING ORDERS 
ELECTRIO COFFEE PERCOLATOR—‘‘El Perco’’ 7-Oup. Retail Value $7.50. 
Our Salesmen will close the arrangements. All you have to do is to convince your friends that electrical housewiring is 


a sound, durable, comfort-making investment—then give us their names, If they wire their homes the premiums se- 
lected will berdelivered to you. 


Remember—the houses miust be on our lines—must be occupied and consist of buildings already constructed. Houses 
under construction are not included. They will be electrically equipped anyway. 

The co-operation we seek from you is principally the development of successful prospects. You can locate them quicker 
and easier than we can. There are many in all parts of the city. 


Calf Up Our Sales Department for Information and Details 
Telephones Main 189 and Center 1320 


Tho Minneapolis General Electric Company 


“Personal Attention to Every Customer” 











Nome 300 Minneapolis Houseirives Took Advantage of This Offer and Became Com- 
mission Saleswomen for the Lighting Company 
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Let Us Pay The Interest 
On Your Bonds 


Look at our proposition from 
a purely financial standpoint 


We can get business for you that you haven't now and 
that you cannot get except on a controlled flat rate. 


This business pays profit, and this profit pays interest 
charges. 


Over $1,000,000 annual revenue is being received by 


central stations from controlled flat rate customers whom 
we have secured. 


The net profit from that $1,000,000 revenue represents 
interest upon a good many million dollars of bonds. 


We can show you records from 200 cities and towns 
where our men have gone into tenement districts, among 
poor miners and mill hands, and secured business that 
paid better gross and net revenue than 50% of the res1- 
dence customers on meter in the same communities. 


Pittsburgh Electric Specialties Co. 
Pittsburgh, Pa. 
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Your Neighbor 






Wire Your Home in APRIL 
And Receive a Free Appliance 
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} 360 Pearl Street 





A $4.00 Electric Appliance Free 


Edison Electric Wuminating Co. 


Telephone 8000 Main 
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Brooklyn Used Clever Advertising in Its Campaign to Cash in on Customer Good Will 


A VERY similar campaign was carried 
on successfully in Brooklyn last 
April, and described in Electrical 
Merchandise for June. In this case, a 
mailing folder entitled ‘‘ Your Neigh- 
bor’s Name’’ was sent to all customers, 
the offer being any $4.00 appliance free 
to whoever should supply a_ prospect 
from whom the company’s salesman was 
able to get a house wiring contract. The 
result was 318 responses in one month. 
The advertisements read as follows: 

‘*Have you a neighbor who might be 
interested in the comforts and conven- 
iences of electric-lighting service ? 

“Tf you have, and you are a customer 
of the Brooklyn Edison Company, we 
would appreciate your sending his name. 

‘Should he agree, during April, to 
wire his home on the new Edison easy 
payment plan, we will forward to you 
a $4.00 electric appliances free. 

‘With but little effort you may ob- 
tain, without cost, an electrie iron, 
toaster, grill, or reading lamp. All you 
need do send us the names of one or 
more of your acquaintances. We do all 
the soliciting and your name will not 
be used without permission. Of course, 
if you wish to eall on your neighbors 
and explain the many good features of 
electric service in the home, we shall be 
glad to send you a generous package of 
well-illustrated literature. 

‘“‘“You may obtain detailed informa- 
tion on this wiring offer by telephone or 
writing our sales department.’’ 


Electric Cooking in the West 


Wanderers have been known to adopt 
various means of obtaining a livelihood 
and are known by various types, but a 
new variety has just been discovered in 
this vicinity. He is known as the ‘‘elec- 


tric hobo.’’ He is never without a hot 
meal when he can beg ingredients with 
which to cook, and he doesn’t have to 
carry a match with him or worry about 
kindling a fire, says the San Fransisco 
Chronicle. 


The Northern Electric Company’s 
third rail is his stove, or at least the 


source of his fire, for he carries with 
him a patent stove. It consists of a 
folding iron plate, interlaced with cop- 
per wires. When he gets hungry he 
unfolds it and makes a connection on 
the third rail, places the food on the 


stove, and, when ready, eats to his 
heart’s content. Jackrabbits, veg- 
etables, coffee and flapjacks can be 


cooked on the electric grill with N. E. 
**juice.”’ 
The story is vouched for by C. B. 


Harter, a well known Sutter county 
-ancher, who claims he saw the ‘‘electrie 


hobo’’ at work cooking his breakfast the 
other morning. Among other things he 
heated a can of water on the stove, took 
a rusty razor from one pocket, a cake of 
soap from another and a piece of mirror 
out of his coat lining and shaved. 


Brooklyn’s Second Post Sale 

The Edison Electric Illuminating 
Company of Brooklyn announces _ its 
second ‘‘ Edison post sale’’ for the pres- 
ent month. <A year ago the company 
announced a sale of five-light ‘‘ Brighter 
Brooklyn’’ curb posts, erected complete 
for $48. Prior to that time the company 
had sold some 300 of these decorative 
lighting posts in two years at prices 
‘anging from $50 to $100, each installa- 
tion being the subject of special esti- 
mate. The announcement of a flat price 
on the posts resulted in their selling 195 
posts in 24 days. 


MERCHANDISE 75 


In the sale now in progress, the price 
has been slightly reduced to $47.50 and 
it is expected that this bargain will give 
results much better than the original 
offer. The company finds that real 
estate operators are the best prospects 
for post sales. The erection of the spe- 
cial lighting equipment in front of new 
buildings results in quicker renting at 
better prices. 

Brooklyn’s rate for the post lighting, 
consisting of five 100-watt lamps burn- 
ing from dusk to midnight, is $6.50 per 
month. The lamps are turned on and 
off by the company’s patrolmen. Lamps 
are renewed free of extra charge. 
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Getting a 
Flying Start 


HE electrical industry has decided to wire more houses this Spring 
than ever before. Central Station, Contractor, Dealer and 
Manufacturer are going to co-operate on a campaign which cannot 


fail because of that co-operation. 


You are interested in getting the greatest possible benefit and we 
are anxious to help you. 

Our first suggestion is that you get a flying start. The more time 
you spend on the details of your campaign, the greater the results w 
be. If you start now you'll be sure of success—to delay will mean 
uncertainty. 

We are ready to give you every form of advertising help, and the 


personal assistance of an organization of commercial men who know your 
proposition. 





Write to our office nearest you to-day. 


GUARANTEED BY THE NAME 


Westinghouse Lamp Company 


Atlanta Chicago Denver 


New Orleans St. Louis 
Baltimore Cincinnati Detroit New York Salt Lake 
Boston Cleveland Kansas City Philadelphia San Francisco 
Buffalo Columbus Los Angeles Pittsburgh Seattle 
Butte *Dallas Milwaukee Portland Syracuse 
*Westinghouse Lamp Corporation 


Export Sales Dept., 165 Broadway, New York City 


For Canada—Canadian Westinghouse Co., Limited, Hamilton, Ont. 


Member Society for Electrical Development. “ DO IT fELECTRICALL li 






































How the Manufacturers Will Help 


Advertising Material, Window Displays and Various Forms of Practical Co-operation 


Available for “Wire-Your-Home” Campaign 


LARGE amount of advertising 
A nmateria newspaper cuts, leaflets, 
booklets, window trims, street car 
cards, plan books, demonstrations, cir- 
cular letters, ete., will be supplied by 
the manufacturers to aid in the nation 
wide ‘* Wire-Your-Home’’ campaign. In 
addition to this material, which will, of 
course, aim to make the public buy some 
particular manufacturer’s product, ther? 
are available a number of ‘‘neutral’’ 
advertising helps which every central 
station may employ. The Society for 
Electrical Development, the Nationat 
Electrie Light Association, and several 
ind: pendent publishers of stock adver- 
tising, are in the market with effective 
and resultful booklets which should be 
utilized generously. 

In the following paragraphs, this 
material, some offered free, some offered 
at a nominal price, is listed. The clever 
central station commercial man will se- 
cure samples of all materials and select 
that which most nearly meets his par- 
ticular requirements. 


‘“‘The Dirtless Workman,”’ a six- 
teen page booklet, 3 x 6 inches in size, 
suitable for enclosing in ordinary en 
velope, which shows how simple and 
easy it is to have the home wired. This 
booklet has been distributed in 118 cities 
and towns, and has always been ac- 
counted a successful and effective ad- 
vertising message. Contains no manu- 
facturer’s advertising. Published by 
The Rae Company, 17 Madison Avenue, 
New York. Price, 214 cents each in 1,000 
lots: 3 cents each in smaller lots. Im 
printed with name of company dis- 
tributing it. 


‘‘How Our Home Is Wired’’ a six- 
teen page booklet, 3 x 6 inches in size, 
which tells how each room should be 
wired to secure the maximum service at 
the least expense. Profusely illustrated 
with photographs of home interiors, 
sketches and floor plans of each room 
showing exact proper location of outlets 
and switches. Advertises Edison Mazda 
Lamps and may be secured from Edison 
Lamp Works of General Electric Com- 
pany, Harrison, N. J. 


‘“‘To Wire a Home,’’ a sixteen page 
booklet, 3 x 6 inches in size, which de- 
scribes the method of the wireman in 
installing wiring in an_already-built 
house. The arguments and method 
of their presentation are essentially the 
same, though briefer, than those con- 
tained in ‘‘The Dirtless Workman’ 
above described. A feature is the re- 


turn posteard attached to the back of 
this booklet, which makes it easy to get 
replies. Advertises Edison Mazda 
Lamps and G. E. Heating Devices, and 
may be obtained from the Edison Lamp 
Works of General Electric Company, 
Harrison, N. J. 


Blotters, posteards, leaflets. A variety 
of small printed matter, suitable for 
enclosure with circular letters, is offered 
by the Edison Lamp Works of General 
Electric Company, Harrison, N. J. 
Among these items, we note the follow- 
ing: an attractive blotter for milady’s 
desk bearing a pretty girl picture and 
the query, ‘‘Have you electric light in 
your home?’’—an envelope stuffer in 
two colors telling what service one ean 
secure from electricity for the price of 
a street car ride—a return posteard tell- 
ing what one cent’s worth of electricity 
will do. 


‘‘Tight—Its Use and Misuse,’’ a 
twenty-four page booklet 6 x 9 inches in 
size. This booklet is a primer of illu- 
mination and is designed to show the 
right and wrong ways to utilize light. 
As stated in the opening paragraph, ‘‘it 
is the purpose of this publication to 
assist the user in making artificial light 
effective.’’ Contains no manufacturer’s 
advertising. Published by the Tlluminat- 
ing Engineering Society, 29 West 39th 
Street, New York. Price, 12 cents each. 


Car cards attractively printed in 
several colors are supplied by Edison 
Lamp Works of General Electrie Com- 
pany, Harrison, N. J. Two designs espe- 
cially adapted to wiring campaigns are 
available, these being designed CC-129 
and CC-159. 


It is good advertising for contractors 
to place a sign on any building under 
construction, telling the public that you 
are doing the electrical work there. 
Cards for this purpose 14 x 22 inches 
in size and printed in two colors, are 
supplied by the Edison Lamp Works of 
General Electric Company , Harrison, 
N. J. 


‘‘The Way to Better Light”’ is a six- 
teen page booklet explaining the safety 
and economy of electric service, as well 
as the ease and inexpensiveness of wir- 
ing already built houses. An important 
part is the schedule of home lighting 
which tells about the wattage required 
for each room. This booklet is published 
for free distribution by the National 
Lamp Works, Cleveland. 


Two leaflets, ‘‘The First Question 
Asked’’ and ‘‘Brighten Up the Old 
Hlome’’ are offered by the National 
Lamp Works to their agents. These 
contain good arguments for use in 4 
house wiring campaign and are attrac 
tively printed in colors. 
newspaper electros suitable 
for house wiring campaigns are included 
in Mazda Ad Book No. 4, issued by the 
National Lamp Works, Cleveland. 


Several 


A recent salesmen’s handbook, issued 
by the Westinghouse Lamp Company. 
vives arguments showing the advantages 
of Mazda lamps over gas for residence 
illumination. This handbook should be 
of practical value in house wiring cam- 
paigns where serious gas competition is 
encountered. Copies are supplied fre 
by the advertising department, West- 
inghouse Lamp Company, 1261 Broad 
way, New York. 

Westinghouse lamp distributors 
should not fail to get copies of the 
twenty-four page booklet, ‘‘Lightinz 
That Makes the Home Attractive.’ 
This is one of the best ‘‘before and 
after’’ advertisements ever issued on 
lighting, showing by means of pictures 
the exact comparisons between good and 
bad methods of lighting various rooms. 


Ten very attractive lantern slides ad- 
vertising Westinghouse Lamps _ have 
been prepared. They do not specific- 
ally mention house wiring, but aim to 
show the superiority of Mazda light. 


Don’t forget what the appliance 
manufacturers can do to help your wir 
ing campaign. Nowadays the central 
station sells electrie service, not merels 
electric light. The fan, flat iron, toaster, 
pereolator, sweeper and stove are quite 
as much a part of a wiring campaign 
as ineandescent lamps. All the appli- 
ance manufacturers are glad to supply 
a variety of leaflets, blotters, and store 
eards to co-operate with vour house wir 
ing effort. 


The Aladin Lamp Corporation, New 
York, manufacturers of the ‘‘Vanitie’’ 
lamp, are offering a coupon for distribu 
tion to house wiring prospects. The plan 
is to offer free a ‘‘Vanitie’’ lamp to 
everyone who has a house wired. This 
bonus proposition is a very successful 
on , and has been widely used. The 
publie has seen the ‘‘ Vanitie’’ lamp ad- 
vertised in national magazines and the 
offer of this convenience as a premium 
makes an instant impression. 
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Two issues of the National Mazda 
Ntimulator will be devoted to wiring 
suggestions. These issues will contain 
many valuable hints on how to run 
house wiring campaigns. 

Complete advertising campaigns ean 
be secured from the National Lamp 
Works, Cleveland. These campaigns 
are drawn up in detail with full instrue 
tion as to just how to utilize the materia! 
most effectively. Forms for circular 
letters, envelope enclosures, street ear 
ecards, newspaper ads., window trim 
suggestions and even special booklets 
may be thus obtained. 


The Westinghouse ‘‘Show Window 
Calendar,’’ a practical monthly booklet 
of hints on window trimming contains 
excellent suggestions on trims for wir- 
ing campaigns. This may be secured 
from the Westinghouse Department of 
Publicity, East Pittsburgh. 

Central station or dealer customers of 
the Westinghouse Electric & Manufac- 
turing Company are not only supplied 
with a liberal assortment of electrotypes 
suitable for newspaper advertising, but 
the company’s Department of Publicity 
at East Pittsburgh will be glad to supply 
copy for such advertisements upon re 
quest. 

A special edition of the booklet, ‘‘The 
Electrical Way in the Home’’ is being 
printed by the Western Electric Com- 
pany for use during Wire-Your-Home 
month. In addition to this booklet the 
company will supply its customers with 
publications of the Society for Electrica] 
Development and the National Eleetri: 
Light Association. 


The Western Electric Company will 
also issue a folder or binder showing its 
complete line of sales helps, including 
window displays, newspaper electro- 
types, ear ecards, lantern slides, booklets, 
folders, etc. The important feature of 
this folder will be to show central sta 
tions and dealers how to tie up the dif- 
ferent window display outfits with th» 
special window material prepared by 
the Society for Electrical Developmen-. 
This will enable the central station or 
dealer to use the Society’s window 
material during the whole month of the 
campaign, at the same time changing 
their window so that all the electrical 
home appliances could be featured. In 
other words, it would allow them to dis- 
play washing machines and vacuum 
cleaners for one week, percolators, heat- 
ing appliances, electric ranges, ete., the 
second week, and so on. Western Elec- 
tric co-operation will cover even the pre 
paration of special posters, newspaper 
advertisements, inserts, ete. for anv 
central station or dealer handling West- 
ern Electric household specialties, who 
will ask for them. The sales helps are 
all furnished to the dealer free. 
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Include HOLOPHANE 


In Your “Wire-Your-Home” 


Campaign 


HOLOPHANE is Decorative 





There are many designs of Holophane Globes 
and Reflectors suitable for residence equip- 
ment. 


HOLOPHANE is Efficient 





The economy of your service is increased by 
the use of Holophane Glass; it enables your 
customers to secure more light—better illumi- 
nation. 


HOLOPHANE is Economical 





It is cheaper in service than any other lighting 


equipment. The installation of imitations is 
detrimental to the quality of the service which 
you want to render. 


LET US CO- OPERATE IN YOUR 
‘*WIRE- YOUR- HOME”’ CAMPAIGN 


Send for Booklet Number 800-C 


OLOPHANE 
GLASS COMPANGn. 


SCIENTIFIC BILLUMINATION Es 


340 Madison Avenue 
New York 











February, 1916 
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, NEW ELECTRICAL MERCHANDISE 


News from the Manufacturers Trade Literature 


connanvennnsensanans 


Electric Cooking Data 

A serious effort is being made by the 
Globe Stove & Range Company to secure 
an accurate and complete compilation 
of data on actual installations of electric 
ranges. 

Sometime ago the value of such in- 
formation was foreseen, and a ‘‘Cost 
and Service Record’’ sheet was made up 
to receive this information. A cut of 
this sheet is reproduced herewith. The 
method of collecting the figures is as 
follows : 

When a Globe Electric is shipped 
from the factory, the company obtains 
the name and address of the individua! 
who is to use this particular stove, to- 
gether with the number in the family. 
The cost of installation is gladly sup- 
plied by the lighting company. 

Then a duplicate service shect is 
mailed to the individual and a sugges- 
tion made that he keep a record for his 
own use and information. This form, 
ready to be filled in, appeals to the con- 
sumer, and he recognizes it as a method 
by which he can keep an accurate ac- 
count of this expenditure. The keeping 
of this record by the consumer affords 
a reference to which the manufacturer 
can always turn. 

The meter readings are obtained 
monthly from the lighting company who 
are extremely glad to co-operate with 
the manufacturer to secure a large cook- 
ine load. 

The several columns headed ‘** Number 
of Meals Prepared and Number of Per- 
sons’’ are requested from the consumer. 

At present this service record is being 
kept on an extensive list of varied in- 
stallations, operating under widely dif- 
ferent conditions. Within a short time, 
this information will be complete and 
will be very valuable. The Globe Stove 
& Range Company stands willing at all 
times to furnish information on this 
data upon request. 


C-H Prices Increase 

Beginning March Ist, 1916, ail coi- 
troller prices in the Cutler Hammer 
Manufacturing Company's catalogue 
will be increased approximately 10 per 
cent, and all quotations and sales will 
be made on such basis. The company 
hopes to have complete revised lists 
thereafter. This increase is made neces- 
sary by market conditions, and read- 
justments in price will be made as con- 
ditions make practicable. 


1916 Westinghouse Fans 

The 1916 Westinghouse electric fans 
are described and illustrated in cata- 
logue 8-A just issued. 

An addition to the Westinghouse 
line which has already demonstrated its 
popularity is the gyrating fan, made in 
ceiling, floor-column and counter-column 
types. 

The new catalogue gives complete in- 
formation as to the fans, and calls at- 
tention to a few novel means which may 
be used by the dealer in exploiting them. 
Among these are the following: 

In winter, a fan at the radiator adds 
to the efficiency of the heating system by 
circularizing the warm air. Mounted 
in an open show window with the breeze 
directed against the glass it will pre- 
vent the formation of frost. A fan di- 
rected to sweep over a large mirror will 
keep it free from flies without the un- 
sightly effect of soaping or netting. 
Printing-press rollers, which are apt to 
melt in hot weather, can be saved by ar- 
ranging a fan to blow across them. 

The drawn steel frame adopted by 
the Westinghouse Company — several 
years ago is still continued. The six 
blade fan, introduced some time ago, is 
particularly quiet in operation because 
of its lower speed, has proved to be very 
popular. The extra blades compensate 
for the lower speed so that the same 


ELECTRIC RANGE 
CosT AND SERVICE RECORD 


OF THE GLOBE STOVE AND RANGE COMPANY, OF KOKOMO, INDIANA 
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volume of air is moved as in the higher 
speed four-blade fan. 

With each fan is given a guarantee 
covering the repair and replacement of 
any defect inmaterial or manufactur 
of such fan not caused by misuse or 
neglect. ‘ 

Mazda in Photography 

“The Mazda Lamp in Photography’”’ 
is the title of a bulletin just issued by 
the Engineering Department of the Na 
tional Lamp Works of General Electric 
Company. This bulletin presents in 
simple language such data and informa 
tion in regard to the Mazda lamp and 
its application to the processes of photo 
graphy as will assist photographers in 
their work, and acquaint the electrical! 
public with the principles involved. The 
first part of the bulletin is devoted to a 
description of the photographie process 
and its relation to the Mazda lamp. 
Particular attention is paid to the 
special photographic blue-bulb type © 
lamp and its application to the lighting 
of portrait and motion-picture produc- 
tion studios. The use of Mazda lamps 
for taking interior views, for copying, 
printing, enlarging, and photomiero- 
vraphy is likewise discussed. Copies of 
this bulletin may be obtained from the 
Engineering Department, National 
Lamp Works, Nela Park, Cleveland. 


Practical Stove Information 

As useful compilation of facts on elee- 
tric-stove construction has just been is 
sued by the Globe Stove & Range Com- 
pany, Kokomo, Ind., under the title 
‘Talking Points on Globe Electries.’’ 

The information is divided into four 
sections, each printed in a_ separate 
folder. A complete description of the 
product is presented, and the items are 
arranged in a very concise and com 
mendable manner. 

Appearing on the front cover of each 
of the four sections is the newly adopted 
slogan of the electrical department of 
this company— Cook Globe Electrical- 
iy.” 

Copies of these ‘‘ Talking Points’’ will 
be furnished to any one requesting them. 





The Mola Washer 

Several novel features are claimed for 
the electric washing machine manufac- 
tured by the Modern Laundry Machine 
Company, Kansas City. 

Metal construction throughout makes 
it extremely strong, light in weight, san 
itary, and insures long life. The tank 
is made of heavy sheet metal, double 
seemed and soldered. The eylinder is 


made of extra heavy galvanized steel 


SO 


and the frame of steel angles, rigidly 
braced and double riveted. 

A standard Westinghouse motor oper 
ates both washer and wringer. All gears 
in the operating machanism of the 
washer, and between the washer and the 
wringer, run at slow speed in hard oil 
contained in grease proof eases. A gas 
burner under the tank allows the water 
to be kept hot. 

All operations are controlled by two 
small levers at the.side of the machine. 
A safety device on the wringer safe- 
guards the operator and the mechan- 
ism from injury. The capacity of the 
cylinder is sufficient to care for the needs 
of the ordinary family. 


Holophane Glass Catalogs 

It is announced by the [vanhoe-Regent 
Works of General Electric Company that 
its catalog 711 contains the latest prices, 
data and discounts on Holophane pris- 
matic glassware, and that this catalog 
will remain in force until such time as 
the Holophane Glass Company of New 
York issues its own e@atalog. 





New “Northwind” Fan 

A new fan, trade-named ‘‘North- 
wind,’’ is being offered by the Emerson 
Electric Manufacturing Company of St. 
Louis. The manufacturer _ states, 
‘**Northwind’ is not a toy fan, but a 
real fan motor with a real breeze—witi 
a switch—with speed regulation—with a 
swivel-trunnion convertible desk-bracket 


base.’ ”’ 


Popular Light Data Book 

The sixth edition of ‘‘How to Figure 
Illumination’’ has just been published 
by the Western Electric Company. This 
booklet gives tables and complete illum- 
inating data: it also pictures and des- 
the various sizes of Sunbeam 
Mazda lamps. 

By means of the information contained 
in this booklet, anyone can readily lay 
out lighting installations adapted to the 
requirements of any class of lighting. 
A copy of the booklet will be mailed to 
anyone upon request by the Western 
Electric Company. 
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“Klean Kwick’’ Washing Machine 

When the Du Mond Manufacturing 
Company, of Cedar Falls, Ia., designed 
the ‘‘Klean Kwick’’ washing machine, 
they worked on the principle that soap 
and water clean clothes by the action of 
the soapy water through them, regard- 
less of the process. To obtain the de 
sired action of the water through the 
clothes without wear and with little ef- 
fort, a stomper or vacuum cup was de- 
signed to be moved up and down in the 


tub of clothes. This forces the water 
back and forth through the garments 
first by suction and then pressure. The 
vacuum cup is attached to the lower 


end of a vertical plunger rod set in 
extra long bearings and is driven by the 
motor. 
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The wringer, also, is driven from the 
motor which is capable of operating 
both the washer and the wringer at the 
same time. 

The ‘‘safety first’? idea is not over- 
looked in the construction of this ma- 
chine, as a release lever protects the 
operator from injury in the wringer and 
all working parts of the machine are 
vuarded. 


Electrifying the Talking Machine 

To further the commercial exploita 
tion of the electrically driven player 
piano and the electrically operated talk- 
ing-machine, a national electric Piano 
makers’ organization has been formed 
consisting of the principal piano and 
talking machine manufacturers who 
produce electrically driven instruments 
and the manufacturers of small motors 
and other electrical apparatus entering 
into such instruments. 

The purpose of the organization is set 
forth by Plummer, who has been active 
in the plan, as one ‘‘solely to work out 
the related commercial and technical 
problems of the electrically driven musi- 
cal instrument makers and the allied 
electric light and power and manufac- 
turing interests, and to bring the former 
factor before the latter in the status of 
a producer of electrical current con- 
suming devices. ’’ 


Emerson Prices Up 

An advance of prices on power motors 
is announced by the Emerson Electric 
Manufacturing Company of St. Louis. 
The increased costs of materials has 
made this move necessary. No advance in 
fan prices is contemplated at this time 
but the company advises customers te 
place annual contracts early so that the 
season’s requirements can be taken care 
of out of stocks already made up. 
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National Lamp Display Contest 

Winners have just been announced in 
a highly successful window display con- 
test, recently conducted by the National 
Lamp Works. Sixty prizes, ranging 
from an automobile to a five-dollar gold 
piece, were awarded. 

The contest was operated on a broad, 
carefully-planned basis. One feature 
which stimulated interest was the stipu- 
lation that any contestant was privi- 
leged to enter as many displays as he 
wished, though no single display could 
win an award undcr more than one 
classification. Consideration was given 
all entrants who submitted photographs 
of displays which contained a contest 
card provided by the National Lamp 
Works and which was signed by an offi- 
cial of the organization for which th2 
display was made. 

Entries were judged on a seale of 
ten points, divided as follows: selling 
value, five points; attention value; two 
points, unusual ideas, two points; har- 
monious arrangement, one point. The 
judges were Homer E. Niesz, Common- 
wealth Edison Company, Chicago, Past 
Jupiter of the Jovian Order; A. J. 
Edgell, Society for Electrical Develop- 
ment, President of the International 
Display Managers’ Association, and N. 
If. Boynton, Manager Publicity Depart- 
ment, National Lamp Works. 

First prize was awarded The Lehigh 
Valley Power Company, Allentown, 
Pa., for a remarkably clever display 
which told a convincing story by means 
of a series of seventeen placards oper- 
ated by a twelve-year-old girl. 

The window was arranged to repre 
sent the library of a home, with lamps 
and the placards as the center of at- 
traction. So effective was the display 
that over seventeen hundred lamps were 
retailed during the two days on which 
it was in operation. 





{llentown’s Prize-Winning Window Display. In Homelike Surroundings 
a Young Girl Tells the Story of National Mazda Superiority 
by Means of Printed Cards 
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Electric Truck 
“Prosperity” 


The first practical gasoline automobile was 
built about 1886—the first real Electric truck 
15 years later. Neither had much of a great demand 
success until 1909 or, say, 7 years ago. It takes time 
to introduce things so revolutionary. 


The great bulk of the Electric trucks of the world 
have been built in the past five years. Each good 
Electric sold eventually sells two more, so produc- 
tion will increase rapidly once a certain distribution 
is reached. 

Electric Truck “Prosperity” is here, already, for if you dis- 
count everything else, G. V. reorders alone would keep a big 
plant running. In addition there are thousands of business 
men who are being converted to the economic side of Electric 
trucking. Others are installing Electric trucks because this is 
in line with the entire electrification of their plant or store. 
Don’t forget that the future of the Electric truck is limited 
only by the future of Electricity itself. The business man 
who claims that the Commercial Electric is “impractical”, 
“no good”, “needs a nurse” and so on, very frequently gets a 
short arm jolt when his competitor installs Electric Delivery. 
G. V. Electrics have demonstrated over 10 years’ life 
in hundreds of cases. They have covered as high as 
21,000 miles each per year. They are efficient in hilly 
cities like Pittsburgh and Cincinnati. They are efficient 
in Winnipeg and Manila—two climatic extremes. 
Every so called weak point of the Electric has been 
given the lie in actual performance—somewhere. 


Get the facts—you doubters—get the facts! Specific 
adaptability is all that is needed to place the Elec- 
tric (the G. V. at least) absolutely at the head of 
efficient trucking. Let it be our pleasure to show 
you Why. Our new catalogue awaits your address. 


General Vehicle Company, Inc. 
Long Island City, NX 


New York, Chicago, Boston, Philadelphia 


Copyright, 1915 
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cleanliness, comfort, 
conservation of heat 


These are a few of the selling points on Globe Electrics. Another, 
and it doesn’t have to be pointed out to the housewife, is their 
appearance in both design and finish. 


From your standpoint, as a Central Station man, the superiority of 


GLOBE ELECTRIC 


Stoves and Ranges 


lies in the fact that they sell and stay sold. They give : satisfaction and do not 
give trouble. They are the electrical climax of forty years’ experience in giving 
American women the cooking apparatus they want. 


Unless you already know Globe Electrics, unless you are already tied up to 
some other range for some time to come, 


Send for Big Globe Catalog 


It makes plain the reasons why Globe Electrics are on dis- 
play in the largest electrical companies of America. With it 
we wil! send ~ Electric Cooking,’’ a most unusual little book 
that is a part of our consumer work. Look into the range 
possibilities today. Write to us—first and now. 


The Globe Stove & Range 
Files Company 
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